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/’GMART NEW STYLED 
“GAITERS. 


The Gaiter Is A Style Item This Fall 


Snagproof Gaiters have been built this year with the thought 

of satisfying customer requirement for Fashion—Beauty— 

Comfort. 

The buying public is style conscious. Snagproof Gaiters satisfy 

this active public demand. 
Anticipate your gaiter 
market — Check your in- 
ventories now. Ample re- 
serve stocks are on hand 
for you to draw upon— 
Use Lambertville Division 


2-SNAP RUBBER CUFF GAITER of the Servus Rubber Com- 


Silk finish upper—for women, misses and . ; pany service. 
children—fleece lining. = 


UNLINED 1-SNAP OXFORD 


Silk finish upper —for women — gives 
that stylish foot appearance. 


ALL WEATHER 


CHILD'S WHITE 2-SNAP Light weight all rubber foot protection 
White silk finish upper—warm for the entire family—fieece lined. 


light colored fleece lining. 


SHU-FIT 2-SNAP GAITER 
Silk finish upper—fleece lined to top of cuff—for women, 
misses and children. 





LAMBERTVILLE DIVISION 


Offices & Stockrooms OF THE 


328-330 Broadway, ! 
New York chy SERVUS RUBBER COMPANY —= Rock Island, Iit:nois 


Factory & Stockrooms 


£8 &A84 ore. 
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S°THE Harder I Work, the More 
Luck I Have”—is the motto in- 
scribed over the desk of Paul Kirsh, 
shoe merchandiser of the May Com- 
pany, Los Angeles, Calif. 

* 





MIME. SCHIAPARELLI discussed 
the place of American designers be- 
fore a large and interested audience 
at Lord and Taylor in New York 
recently. She paid special tribute 
to the work of American designers 
in the sport clothers field, pointing 
out that France has copied Ameri- 
can sport clothes for women for a 
number of years. 

Although Mme. Schiaparelli con- 
Siders that the United States still 
lacks certain facilities which Paris 
long enjoyed (a tradition of 300 
years of style leadership and close 
Cooperation between manufacturers 
of accessories such as beautiful, in- 
dividually - designed buckles, but- 
fons, etc.) she considers that the de- 
Signers in this country have the 
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talent and the taste to create fash- 
ions equal in beauty with the 
French. 

Her advice on smart dressing for 
American women was to seek sim- 
plicity of line combined with beauti- 
ful fabric and perfect fit. She said 
that the French husband took great 
pride in his wife’s clothes and em- 
phasized the fact that a well-dressed 
woman could do much to help her 
husband socially and in business. 
As she put it: “A man in business is 
often accepted at his wife’s face 
value.” 


SAM SULLIVAN of Laredo, Tex., 
says: 

“It seems to me that if we shoe 
people, from designers right on 
down to the boys on the fitting 
stool, would spend more time and 
thought figuring out what the con- 
sumer wants, then letting em have 
it, we’d be a whale of a lot better 


off than we are under the prevailing 


(11) 


ALDI 


set-up. The formula now is to cook 
up some outlandish idea, then—by 
high-powered promotion—to try to 
create a demand. Hell, there’s al- 
ready a demand for shoes that fit 
and look pretty. 

“When an automobile designer 





makes a change in models, his idea 
is primarily to improve perform- 
ance, to increase safety, to give the 
buyer a better product. 

“Very few changes in shoe design 
are improvements; they are innova- 
tions. The shoe may perhaps look 
different but chances are it doesn’t 
fit worth a darn. 

“Why not use the ‘wind tunnel’ 
and ‘proving ground’ idea on shoes? 
Be sure the design is functionally 
correct before going hog-wild 
over it. 

“Yes, sir, we’ve got the cart be- 
fore the horse. Take a look at the 
really costly mistakes of the shoe 
industry—were they demanded by 
the customer or did we just want 








ithe customer to demand them? For 
instance, who got the idea a couple 
of seasons ago that all the women in 
the world craved open back shoes? 
I am pretty thoroughly convinced 
that a woman is more apt to go 
back to a store ‘because they know 
how to fit my feet,’ than ‘because 
they sold me those cute wedges that 
make me walk like a spring-halted 
horse with the D. T’s.’ 

“Let’s stick to our last for a while; 
and let the folks in the hat business 
look after the millinery.” 


* . * 


HEALLS OF FAME are not lim- 
ited to universities and museums. 
When one enters the outer lobby of 
the offices of the Walker T. Dicker- 
son shoe factory at Columbus, Ohio, 
one sees three magnificent portraits. 
We asked C. G. Shriner to tell us 


something about them. He says: 


7 


—— 


ZT] 








“Regarding the pastel pictures 
hanging in our lobby, the large pas- 
tel is of Mr. Dickerson, the two 
smaller ones are of his father, Orris 
Thurston Dickerson (the dates of 
birth and death, 1851-1930), and 
his grandfather, Orris Buckner 
Dickinson (dates of birth and death, 
1806-1902). The grandfather is 
supposed to be the son of the Gen- 
tleman, killed by Andrew Jackson, 
as referred to in “The Life of An- 
drew Jackson.’ Also note, the name 
of the grandfather is Dickinson, 
and this was changed by Mr. Dick- 
erson’s father very early in life. 
The pastels are by H. J. Westerman, 
who is considered one of the best 
pastel artists in the country today. 

“I might also mention there is 
a pastel hanging in Mr. Dickerson’s 
home of himself, presented to him 
by the factory at Christmas time.” 


* * * 


BD. J. RICHARD, who covers Den- 
ver West for E. P. Reed & Company, 
says: 

“Resort wear and occasional 
shoes have replaced old types of 
shoes to such an extent that ap- 
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PAGING DR. JOB 


—We hear a lot these days about 
the great "submerged third" of 
our population ... 

—People, millions of them, who are 
either indigent and supported by 
the constantly decreasing per- 
centage of our population who 
have been thrifty or fortunate 
enough to “have” something, or 
those who are on some sort of pub- 
lic job which in many cases is noth- 
ing more than streamlined relief. 

—lIn a country that is as rich in nat- 
ural resources as this U. S. A. of 
ours, there is no logical reason why 
people, especially in mass, should 
be hungry, destitute or enduring 
a sub-standard of living. 

—But with two-thirds of all Ameri- 
can families living on an average 
of $69.00 a month, it's a safe con- 
clusion that something is wrong. 

—Our unfortunate administration of 
relief has resulted in large num- 
bers of people laying back and 
saying: “Let the other guy sup- 
port me.” 

—At the same time we must admit 
that there are probably several 
million good Americans who de- 
test relief or near-relief and who 
heartily long for a legitimate job. 

—The “dignity of a job” is something 
to reckon with and is deeply em- 
bedded in the heart and soul of 
the real American. 

—As | see it, there is only one prac- 
tical cure, if we are to escape ruin- 
ous taxation and possible confis- 
cation of wealth, and that is to 
have the “powers that be" quit 
chastising business, restore indus- 
try's confidence and courage and 
stimulate frightened dollars to 
again roll along the highways of 
prosperity. 

—Business, big business, has made 
many errors in the past—that sort 
of thing always happens in a young 
and rapidly growing country. 

—But business has learned its lesson, 
at bitter cost, and is ready and 
competent today to do its share 
to promote the welfare of the na- 
tion as a whole and the employ- 
ment and prosperity of the worker 
as an individual. 


S18 Tease 


President. 





parently they have only scratched 
the surface of what can be done in 
developing footwear of this char- 
acter. There is still a great field in 
presenting new ideas in shoes, and 
this field is not limited to the kinds 
of shoes being sold in the price 
appeal brackets, by any means. 
Consumers are giving thought to the 
use of shoes and we do find women 
are liking the proper styled, color 
ful welt shoes to wear with thei: 
casual clothes. 

“As I analyze the situation. 
people are no longer working on a 
55 or 45-hour week. With the 40- 
hour week, people have more time 
to spend outdoors, so they want out- 
door wearing apparel—especiall) 
shoes. All this means extra pair sale 
possibilities to the store that has the 
new ideas and has the foresight to 


properly promote them.” 
* * * 





AT last, history is made, though 
Harold Williams, buyer for De 
Pinna’s, never thought he would 
ever see it in print. Here’s the 
miracle line: “The bride’s shoes 
were prune colored, also her hat.” 
And the wedding “tops in society” 
—Miss Mary Benedict Cushing of 
Boston to Vincent Astor, head of 
the Astor family. 

We well remember the styles con- 
ference when Harold Williams got 
up and asked the newspaper people 
present if they would finish the garb 
of the bride—because he felt that 
shoes (the cinderella of dress), de- 
served mention along with the veil 
and everything. 


* . * 


E. M. YOUNG, shoe buyer for 
the Hamilton, Bermuda, firm of 
Trimingham Brothers, says: 
“While tourist business has fallen 
off considerably because of the war, 
we are now looking forward to an 
increase as a result of the acquisi- 
tion by the United States of sites 
for naval bases in Bermuda and 
other nearby points. It is felt that 
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construction work will bring to our 
part of the world large numbers of 
American engineers, in addition to 
officers and enlisted personnel of 
the United States Navy. They and 
their families will, of course, want 
\merican shoes.” 

These thoughts Mr. Young passed 
on to a friend, while in Boston re- 
cently on his forty-fifth buying trip 
in thirty years. In years of experi- 
ence he is believed to be the dean of 
shoe buyers in that part of the West 
Indies group. 

* + 
WV ILLIAM PIDGEON, nationally 
known shoe retailer, spoke at a Ro- 
tary Club luncheon in the Powers 
Hotel, Rochester, recently. His sub- 
ject was “Dogs and Clogs,” and he 
said that “when your dogs bark 
you have got to listen” and should 
go to professional people who have 
put in years of study trying to af- 
ford means of relief. 


MOVING SIDEWALKS 
WOULD HELP! 





A man weighing 200 pounds and 
taking three-foot strides as he walks 
has picked up and put down a 
total of 88 tons in walking a mile, 
he said, illustrating the amount of 
pressure placed on the feet. 

He said the importance of their 

functions explains the reasons why 
such institutions as Strong Memo- 
rial Hospital devote so much of 
their scientific resources to testing 
pressures on the feet and keeping 
the body in balance; why a great 
industry like the Eastman Kodak 
Company devotes much study to the 
subject. 
S°THE day of the high-styled, high- 
priced novelty shoe is apparently 
coming back, believes Ted Huggins, 
Pasadena, Calif., shoe merchant. 
And as he has been actively inter- 
ested in shoes of this nature in both 
his Pasadena and his Wilshire 
Boulevard shops, what he says car- 
ties weight. He continues: 

“Shoes of this kind never did die, 
but they were awfully low for some 
little while. The lag in interest was 
jue entirely to us in the fine shoe 


business and not our customers. Too 
many of us jumped off the train, 
just because a number of people 
told us the ‘trend’ was away from 
these shoes. Now that we have our 
courage back and are promoting 
the fine novelty shoes to our pa- 
trons, we are putting back into shoes 
a lot of things that had gone by the 
boards, as well as introducing many 
new thoughts. 

“I am satisfied we are in the fin- 
est business there is in the world 
and I, for one, am glad I am in the 
retail shoe business. Just realize, 
the retail business of this country 
amounts to 40 billion dollars an- 
nually, then think of the plus 15 
billions that will be pumped into 
trade in the near future and you 
have an inkling of how good busi- 
ness will be for those who have what 
the people want.” 

* * * 
TONY WILLIAMS, Chairman of 
the Public Relations Committee of 
the Merchant Tailors and Designers 
Association of America, says: 


“In the dictatorships, dressing up 
was accomplished by assigning uni- 
forms to various parties and classes 
—brown shirts, black shirts and a 
fantastic razzle dazzle of military 
accoutrements. But that is not the 
American way. Liberty and democ- 








racy are incompatible with regimen- 
tation—no matter how gaudy. 

“Wake up, buck up, dress up! 
Wake up to the national emergency 
which confronts us. Buck up and 
face the necessity for sacrifice in 
carrying out the national defense 
program. But dress up to keep 
American morale at its most in- 
domitable peak. For any nation 
girding itself to a supreme effort 
of defense in order that it may sur- 
vive free and independent in the 
world today, morale is of paramount 
importance.” 
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“Do you walk much?" 
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Reading left to right: Typical 
man’s brogue, adapted for women. 


Classic Norwegian pattern with 


. 9 Scotch kiltie tongue. Ghillie tie 
T h ( . ( \\ A adapted to a saddle. 


GROWING MARKET 


Reading left to right: Extremely 
flexible sole, introduced first in 
men’s shoes. From A. Sandler. 
Ghillie adapted to a Norwegian 
pattern. From Balta Shoe Depart- 
ment of B. Altman & Co. 


TTHUMBING through the Recorper issues of four years ago we came 
on a double page of sport shoes—smart low-heeled monk types, ghillies, 
kiltie tongue oxfords, and stepins and oxfords with moccasin toe treat- 
ments. A fine looking spread of women’s styles, we thought. Then we 
looked again and saw that this was a story on men’s styles—just the 
types and treatments for a 1940 women’s story. We reproduce one 
page here so that you can see how easy it was to be fooled. 
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Reading left to right: Wedge heel and heavy welt All shoes, except those desig- 
nated, from the Campus Corner 


sole. Peasant influence in rubber-soled oxford. Moc- 
casin type oxford, soft but sturdy. of B. Altman & Co., New York. 


For MANNISH TYPES 


women have been wearing casual clothes—woolens, 
tweeds, plaids, checks. But those classic tweeds or soft, 
[TURN TO PAGE 52, PLEASE] 


This Fall the masculine influence is definitely the 
leading influence in women’s sport clothes—in suits, 


coats, hats and shoes. With every new season more 


Page from a men’s 
style feature in 
September 5th, 
1936, issue of Boot 
and Shoe Recorder. 
Note striking re- 
semblance between 
these styles and the 
1940 women’s styles 
shown here. 


Another phase of 
the mannish trend, 
the porkpie tail- 
ored felt hat. 
Dobb, who make 
it, call it the “Scal- 
lawag” and give it 
leather piping. 











Accessories have been allotted three times as much space 

as formerly in the new Stenchever store at Passaic, N. J. 

Careful consideration has been given to interior displays, 
as will be seen from above photographs. 


AFTER months of extensive rebuilding, the new and 
greater Stenchever’s shoe store at 38 Lexington Avenue, 
Passaic, formally re-opened its doors to the public of 
northern New Jersey, Sept. 18. Greatly enlarged and 
beautiful in design and appointments, this new estab- 
lishment is truly a masterpiece in modern shoe store 
planning. It is the largest and most elaborate of all of 
the Stenchever stores. “In deciding upon this progressive 
and forward-looking undertaking,” declared Max Bod- 
ner, president of the Stenchever Shoe Stores, “we gave 
concrete evidence of our faith in the future of the city 
of Passaic as a growing shopping center.” 


FAITH 
the 
FUTURE 


im 


Milton Bodner, manager of the new store, said that 
the event climaxes a modernization program necessi- 
tated by the steady growth and progress of the Stench- 
ever business. A large amount of money has been ex- 
pended, he explained, to provide a store sufficiently 
spacious and attractive to meet the requirements of the 
firm’s growing clientele. 

The store front of the new Stenchever’s constitutes a 
work of art. The entire facade is composed of terra 
cotta finish porcelain, with alumilite settings, in ‘wo 
tones. The upper portion is maroon, the lower portion 
is in mottled grey, presenting a most attractive combina- 
tion. The huge windows, one of which is perfevtly 
oblong in shape, while the other combines both curved 


[TURN TO PAGE 45, PLEASE] 





Beautifal New Stenchever Shoe Store, Just Opened in Pas- 


saic, N. J., a Pledge of the Firm’s Confidence in Community's 
Possibilities as a Shopping Center, Declares Max Bodner, 
President—Establishment is Last Word in Modern Shoe Store 


Design and Appointments. 


Children’s department of new Stenchever store in 

Passaic is illustrated in the inset photograph. It 

eccupies entire rear of store and decoration is 
most attractive. 


MILTON BODNER 
Manager of the new Pas 
saic Store 


Unusual combination of curved and straight glass makes 

this window in Stenchéver store, unusually interesting. 

This and another window, oblong in shape, provide 
ample display space. 


MAX BODNER 
President of the Stenchever 
Shoe Stores 





The sign reads “Silence: Genius at work.” The genius 
being the committee arranging for registration for the 
dinner which closed the day's activities. C. W. 
Dillinger and John Hungler are the geniuses shown. 


Three of a foursome: Just a group as they came off 
the eighteenth green. From their expression, it is a 
fair presumption that they had low scores. From 
left to right they are H. C. Stauffer, George Pelleson, 
and Clarence Hyde. 


The champion horse shoer. Not in making them but 


pitching them. H. A. Hobstetter not only holds th 
horse shoe pitching record for the association for thi: 


outing but for many others. He can put ‘em where 


wants *em. 


he 


The microphone placed near the eighteenth green was in- 


tended to (and did) take the player’s mind off his work. 
Clyde Gerberich is one of the volunteers referred to as 
assisting the razzing committee. 


Not every one plays golf. So for some a lively ho 


shoe pitching contest was arranged and vigorously fou 
Among the entrics were Cal J. Mensch, secretary, Mi: 
Atlantic Shoe Retailers’ Association, F. W. Hobstette: 
A. Hobstetter, Roy Baker and Frank Ditzler, shown h 
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You could cail it the official foursome, for reading from left to right the players are 
L. V: Hershey, ex-president of the association and H. E. Snayberger, the present presi- 
dent. The others are Grant Gerberich and Willis Altenderfer. 


The “razzing committee” consisting of Joe Mr. Heider, of the Carlisle Shoe Company, who 
Bradley, Ed Wolf, Gus Brischoff, A. C. is seen here giving the score board the once- 
Wood, and many not shown. They gave over, as a Carlisle resident was one of the hosts 
unasked-for advice at the eighteenth hole. of the outing, and a very devoted one. 


Shoe and Leather Men of Central Pennsylvania 
Enjoy Golf Tournament and Dinner 


LORIOUS weather, bright sunshine and beautiful 
scenery greeted upwards of 190 members and guests 
of the Central Pennsylvania Shoe and Leather Associa- 
tion who responded to the “court order” of “Judge” 
Snayberger issued to “Sheriff” Lew Keith, to attend the 
Fall golf tournament and dinner held on Friday, Sept. 
27, at the Carlisle Country Club, Carlisle, Pa. 

Golf was good in the five flights into which the players 
were classified, fellowship was good, the horse-shoe 
pitching and putting contests were good, the eptertain- 
ment which followed was good, and the prizes, of which 
there were 57, were good. So it might be stated in the 
style of a country editor, “That a good time was had 
by all.” For this, credit must be given to the officers of 
the organization, which is purely social in character: 
H. E. Snayberger, president, and L. W. Keith, secretary, 

Tom Dove kept them straight. He is the pro and the committee in charge of the meeting, consisting 
Mf the Carlisle Country Club and acted as of Ralph Baker, C. J. Blake, Joseph Bradley, L. W. 
Brown, Frank Brawley, George Deubel, Chris. Devine. 
Earl Glace, Richard Heider, Jr., John Hungler, Leon 
Leighton, Jr., J. H. Murrow and Herman Wood. 


Official scorer for the tournament. It’s less 
difficult to play than it is to score, if one 
tan judge by the concentration of his gaze. 
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pATTY BERG. famous woman golf star: won 
the Women's National Golf Title im 1938, wear 
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CREATED BY SELBY IN 


WEW FALL DESIGNS 


























FASHIONS 


EACH season, in these swiftly moving 
times, brings changes, not only in the 
fashions of merchandise but also in the 
methods by which merchants strive to 
sell it. Styles in advertising change 
even as the styles in shoes, and the for- 
ward-looking retailer recognizes the 
necessity of keeping up with the pace. 
For the public, after all, forms its im- 
pressions of merchandise very largely 
on the basis of the manner in which 
that merchandise is presented for sale. 
and in many instances the first impres- 
sion results from an advertisement seen 
in a newspaper before the prospective 
customer has seen either the store or 
its shoes. 

If first impressions are as lasting as 
has been commonly supposed, this 
Autumn of 1940 should be an excelleni 
season for the shoe business, for rarel; 
if ever have we seen a more interesting 
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or attractive crop of shoe ads than 
this Fall thus far has produced. 
Their attractiveness lies largely in 
the appeal of layout and illustration, 
which reflects the ingenuity of the 
advertising men in their unending 
search for new ideas. Broadly 
speaking, the shoe ads we have seen 
these past few weeks would seem to 
indicate a reaction from the wide- 
spread use of Ben Day backgrounds 
so much in evidence for several sea- 
sons, and a more extensive and 
judicious use of white space which 
tends toward a general lightening 
up of the appearance of the ads. 
Hand-lettered headlines appear to 
be used more extensively than here- 
tofore. 


NEW ideas in spacing and ar- 


rangement are in evidence also, 


notably a tendency to scatter shoe 
illustrations over the space of the 
ad in all manner of positions, giving 


a sort of all-over pattern effect that 
is both novel and appealing. Some 
of the advertisements reproduced on 
these pages illustrate this tendency. 


COPYWRITERS have done their 
part in making the Fall shoe story 
interesting and exciting. The abun- 
dance of new materials and treat- 
ments to be found in Fall shoes 
gives them plenty of fascinating 
subjects to write about. Plastics, in 
particular, seem to have come in 
for their share of attention and pro- 
vided a theme about which the 
copywriters could wax enthusiastic. 
A few examples to illustrate trend: 

Announcing the formal opening 
of their new shoe salon, Packard- 
Rellin, of Milwaukee, say in a strik- 
ingly illustrated advertisement: 
“The new Fall season . . . and you 
. . » find Packard-Rellin in a new 
home . . . long and carefully planned 
to create a setting of luxurious ease 


[25] 


in harmony with the high fashion 
and distinction of Packard-Rellin 
shoes. By happy chance, builders 
and craftsmen have completed their 
work so that the formal opening of 
this shop coincides with the advent 
of Fall, 1940, fashions. So we have 
a very special welcome for you . . 

this new setting for the most beguil- 
ing collection of shoes we've ever 
assembled. New materials—lustrous 
woods and plastics—and new treat- 
ments for heels . . . new delicacy of 
design . . . deft molding of leathers 
and fabrics . . . these are the notes 
that strike a heavenly melody of 
Fashion in footwear. Do come in 

. very soon.” 


**ET’S flat heels for foot flattery 
and smartness,” observes Chan- 
dler’s, of New Orleans, in an adver- 
tisement featuring this store’s line 
of French Room Flats. An inter- 

[TURN TO PAGE 37, PLEASE] 


IN RETAIL SHOE ADS... 


They're as Fascinating and Appealing as Fall 
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Fashions in Footwear, and They Fairly Sparkle with 
New Ideas in Layout and Illustration, as Well as 
Clever Copy Slants That Give Life and Interest to the 


Season’s New Shoes. 
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OUTLOOMN 


Feminine Stars of Trade Propitious 


THE picture brightens for shoe retailing. The pity of 
it is that all departments, all lines do not rate the same 
speed of progress towards profit. In fact, at this Fall 
moment, sport shoes and walking type shoes have a 
play, while dressier shoes continue to hide on the 
shelves. 

The spotlight that focuses on the fitting stool is 
strongly girl-shoe-conscious and thereby hangs our 
message for the week. 

Well, if there are 16,000,000 men within the shadow 
of the draft; and if you read last week’s Outlook, you 
can sense that it has none of the characteristics of a 
total eclipse—in fact, far from it—because it shows 
flashes of possibilities for the sale of shoes to men be- 
tween the ages of 21 and 36. Inasmuch as this is a world 
of boys and girls together, let’s look at the far brighter 
side that gives promise of a great activity in retailing 
during the next six weeks. 

There are fully 20,000,000 girls between the ages of 
the first lipstick and the “perfect 36” (age) and what a 
glorious contribution to shoe retailing that legion of 
loveliness can be. You would do well to aim your busi- 
ness at that division of retailing for the next six months 
because within it is to be found the greatest business 
activity; and for several very definite reasons: 

First—In America, most of the girls and young 
women between 14 and 36 are sheltered by the family 
payroll or find—through business or the husband—the 
moneys needed for apparel. 

Sezond—This is one of those phenomenal years in 
the life of the world when the female of the species is in 
the ascendency and it has nothing to do with leap year 
or draft year but is one of those mystical movements of 
nature that manifests itself. 

What we do know in business is that the behavior of 
the people is definitely expressed by the bulges of busi- 
ness that can be charted in almost every department 
store. For example—we know that the fur sales in 
August ordinarily constitute 20 per cent of the total 
yearly fur business of the department store. This year 
when the August fur sales swung into high—in value 
per garment as well as numbers sold—we could sense 
influences both economic and psychological that the 
feminine stars of trade are propitious. 

There is every indication to expect the light also to 
shine on shoes. When payrolls are better, the head of 
-the family usually “gives in and gives up.” Also we are 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


in for a period when more young women are going to be 
employed in the work stream in everything from office 
to munitions plant. It is their year to earn. 

So girls get their way and it is mostly the dress way 
and the reason why we bring this subject up is to point 
to its commercial significance. By this we mean, women 
have a way of expressing themselves in style and dress 
that necessitates new shoes, more shoes and perhaps 
different shoes. 

The drift of style in women’s clothes was the subject 
of criticism by Pope Pius in an address to girl mem- 
bers of the Feminine Youth Societies and we think it is 
rather pertinent to introduce his criticism. His Holiness 
said: “Mode and modesty should go together like two 
sisters, because both words have the same etymologies 
from the Latin ‘modus,’ meaning right measure. But 
modesty is no longer fashionable. Women submit to 
the tyranny of fashion, even though immodest, in such 
a manner as seemingly not even to suspect its im- 
propriety.” 

He urged feminine leaders to show all women how to 
be “modern, cultivated, sporting, graceful, natural and 
distinguished without giving way to all the vulgarities 
of worldly style.” 

How does this tie in with what we said in the previous 
paragraphs? Here’s how! What this country needs is 
an expression of fashion in the feminine loveliness of 
afternoon and dress, as we all well remember. For in 
that expression of style you get beautiful shoes and 
good manners. We believe styling plays an important 
part in all things pointed out by the Pope because his 
criticism might well have been applied first to the style 
originators, if we take for granted that women follow 
the tyranny of style. When you see girls at school and 
college, at games, even now at dances—wearing casual 
clothes and particularly no stockings, you know that 
the over-long period of sport shoes and anklets throws 
out of balance the expected normal retailing for the Fall 
months. All we can hope for is that the omen of th: 
sale of so many fur coats in August may mean a dress 
up period is in the making for the important months of 
December, January, February and March. If young 
women follow such a fashion trend, then we can look 
forward to a fine future—with footwear truly feminin:. 
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ANIEL Green’s Christmas adver- 
tising is starting now! This week the 
November “Ladies’ Home Journal” shows 
the sensational new SAN TOY. Next 
month come full-page showings of all 
seven of these slippers to over nine million 
women from coast to coast. 


You'll want a mounted color proof of the 


Journal page; an “As Seen in Vogue” 
card featuring SAN TOY again; mats of 
the slippers; newspaper ads of your own. 
But first of all you need sized-up stocks 
of these all-important Daniel Greens. 
Order them now and we'll send the sales 
helps along at the same time. Don’t delay! 
DANIEL GREEN CO., Dolgeville, N. Y. 


The sensational SAN TOY 
with its super-comfortable 
piano felt sole. No. 70801 


The JOLI makes a special ap- 
peal to youngsters wherever it 
és shown. No. 70281 


Advertised in the Xmas issues of 
LADIES’ HOME 


JOURNAL 


WOMAN’S HOME 


COMPANION 
Good Housekeeping 
VOGUE 


The DIDO, another youthful 
choice. A charming style with 
a touch of formality. No.70292 


The BABS is a “‘must’’ on 
any Christmas list. Popularly 
priced, too. No. 70232 


The ever-popular FROU FROU. Sheer merit 
heeps it a best-seller everywhere. No. 70308 


The BAMBI. Good for al- 
most any kind of indoor 
wear. No. 20230 


The LOLL is another Daniel 
Green classic for all-purpose 
wear. No. 40216 


DANIEL 
AREEN 


SLIPPERS 
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$30.000 A YEAR 
THIS SALESMAN’S 
AVERAGE 


H ow Horace W illoughby, of Dreyfus & Son, 
Dallas, Keeps His Sales Up to a Point Ap- 
proached by Few Other Salesmen by Winning the 
Confidence of Customers and Consistently Striv- 


ing for Those Extra Pairs That Spell Profits. 
by HIX SMITH 


Mr. Willoughby knows his customers and 
on this friendly basis he maintains his high 
average of sales. 


HIORACE WILLOUGHY, men’s shoe salesman at Drey- 
fus & Son, 1701 Main Street, Dallas, Texas, who has 
sold more than half a million dollars worth of fine shoes 
during the last 15 years, says that the two to five extra 
sales he makes per day are an important factor in main- 
taining his average of more than $30,000 a year for 
more than 15 years of continuous selling for this store. 

“When a man comes in and asks for a pair of shoes, 
I fit him in the style and color he wants,” says Wil- 
loughby. “But when I’ve completed the sale, I casually 
mention that I have the shoe in andther color. I do not 
try to push the extra pair of shoes on him, but merely 
say that if he contemplates buying another pair later 
in the season it might be well for him to take them now 
while he can get his size in the other color. 

“It works often enough so that it makes quite a dif- 
ference in my pay envelope at the end of the week. How- 
ever, if the customer is not interested in an extra pair 
of shoes, I always show him something attractive in 
slack shoes, house slippers and | finally get down to 
shoe trees and polish. 


IN the course of a day, I seldom fall below two and 
often get four or five of these extra sales. Over the 
course of a year, the volume of business I do on the items 
the customers didn’t come in to buy amounts to quite 
a bit of money. 
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“Remembering what a man wears and how he wants 
his shoes fixed is another important matter in selling. 
At the present time we have a storewide sale in progress. 
I happened to pass one of our regular customers who 
was making some purchases in the furnishing goods 
department, and I suggested his coming up for a pair 
of shoes. He said, ‘Send me out a couple of pairs, 
black and brown.” To me, that meant that he wanted 
both of these shoes to have rubber heels and a few other 
details, besides the proper style, last and size. 


*6@ UITE naturally, I fixed up these two shoes for the 
customer at a time when I wasn’t busy on the sales floor. 
thereby converting some of my slack time into produc- 
tive labor. This is an idea to which retail shoe salesmen 
could give more thought. 

“From long acquaintance, 1 remember many of my 
customers and their preferences in shoes. My most in- 
teresting experience in remembering shoes came about 
in this manner. I had been selling shoes for several 
years to a man whom I had never seen. He was a very 
busy man and spent much time out of the city. His 
wife or son would come by the store and pick out two 
or three pairs in his size and take them home for him 
to try on at night, or on Sunday, when he came into 
the city. 

[TURN TO PAGE 37, PLEAS | 
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Building for the Future 

The practice of giving a gift for 
the first baby born each year -has be- 
come common practice ig %& great 
many communi business 
men of a cally have 
gone one better. They have formed 

a “Baby of the Month Club.” Presents 
are given to the parents as well as 
to the first baby born in the month. 

Ruesch’s Shoe Stére cooperates to 
the fullest and’ runs an ad offering 
free shoes to every new baby in the 
town in the belief that if you get 
‘em young they may be your cus- 
tomer for life. 

In addition to publishing a full page 
cooperative ad each month, the 
“Club” receives additional free pub- 
licity from the local papers. Selling 
promotion includes a picture and story 
of the winning first baby, or new club 
member, and a list of the baby’s 
sponsors and gifts presented. 





TEN LITTLE TOES 
TWOLITTLE FEET 


AND THOSE LITTLE 

FEET WILL NEED THE 

x ) BEST OF CARE—THAT 

IS WHY WE WISH TO 

PRESENT THE NEW BABY WITH ITS FIRST 

PAIR OF SHOES. WE LOOK FORWARD TO 

BABY’S FIRST VISIT AND HOPE IT 1S ONE OF 
MANY IN YEARS TO COME. 


RUESCH'S SHOE STORE 


RED CROSS SHOES 
Telephone 206-3 











The First Lesson for School 


Here’s a great idea for a “Back to 
School” promotion as seen in the 
second floor boy’s shoe department at 
Abraham & Straus, Brooklyn, New 
York. 

A large schoolroom blackboard is 
set up on an easel at the entrance 
to the department. The board is 


gas 


® 


"Ree, Xn 
. eg JOUN F. W. ANDERSON 


about five feet wide by five feet high. 
Six pairs of boy’s school shoes are 
Fe. * fi on six small shelves at- 
ta to the blackboard. The price 
and brief description of each “shoe is 
written in chalk on the blackboard 
directly over each pair of shoes. 
* * 


“An hour or a day — they still have 
worlds of comfort!” 
(Landsburgh’s, Washington, D. C.) 


* + # 


A Store’s Exterior Should Be 
Inviting 

“The public is impressed with the 
outside appearance of your store,” 
states a recent circular sent out by the 
National Cash Register Company. “If 
the impression is unfavorable, you 
lose; if favorable, you win additional 
visitors. Every visitor is a possible 
regular customer. Many people judge 
a store by its outward appearance. 
Keep the outside of your store clean 
and well painted. Keep the sidewalk 
and street in good condition. Make 
your windows the most attractive in 
the block. Your entrance should be 
wide, friendly and inviting. A good 
store says to everyone: ‘Here is a 
good place to buy. Come in.’” 


. * 7 


Double Polish Sales 


“We have more than doubled our 
shoe polish sales by means of an in- 
terior display rack painted a bright 
red and located at the front of our 
shoe department,” writes a shoe re- 
tailer from Kansas City. 

“The rack is about six feet high 
and is in the form of ascending steps 
and shows off all of the polishes to 
their best advantage. After we sell a 
pair of shoes we bring to the customer 
the polish that will be best suited to 
their shoes. 


“As a reflection on this past Sum- 


mer, we might say that if we did no! 
suggest white shoe cleaner with ever) 
white shoe sale we would not hav 
sold ten per cent of the cleaner thai 
we did. We have found that polis! 
sales are nearly all a direct result o! 
suggestion. 

“We also use the same selling pro 
ess with hosiery. When a salesman 
places a pair of shoes on the wrap 
ping counter next to the cash regis 
ter, the hosiery girl immediately) 
places a pair of the matching shad: 
of hose alongside.” 


aa * * 


Why Not Celebrate Both 
This Year! 


Thirty-one states will celebrate 
Thanksgiving Day in 1940 on No- 
vember 21, which is the day to be 
designated by President Roosevelt, ac- 
cording to a poll of Governors made 
by the Association of National Adver- 
tisers, New York. Sixteen states will 
stick to the traditional November 28 
and one state—Wisconsin—is still in 
doubt. Some of the states whose Gov- 
ernors will designate November 21 are 
forced to do so by state laws. 

The Governors of the following 
states have indicated that they will 
proclaim Thanksgiving Day Noven- 
ber 21: Alabama, Arizona, Califor- 
nia, Colorado, Delaware, Georgia, 
Idaho, Illinois, Indiana, Leuisiana. 
Maryland, Michigan, Minnesota, Mis- 
sissippi, Missouri, Montana, Nebras- 
ka, New Jersey, New Mexico, New 
York, North Dakota, Ohio, Oregon, 
South Carolina, Texas, Utah, Vir- 
ginia, Washington, Wyoming and 
probably Kentucky and West Vir- 
ginia. 

The states whose Governors will 
proclaim November 28 as Thanksziv- 
ing include the following: Arkansas, 
Connecticut, Florida, Iowa, Kansas, 
Massachusetts, Nevada, New Hamp- 
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BEST IDEA OF THE WEEK 
IN STEP WITH THE TIMES 
(Browning King & Co., 551 Fifth Ave., New York City) 


O. P. Ideator—“I dropped in to compliment you on 
a very attractive men’s Fall shoe window.” 


that we sell. If our stock in trade was primarily 
dress types of men’s shoes for street wear our window 
treatment would be more formal, but rather we par- 
ticularly stress the sale of smart shoes, style shoes, 
sports shoes because we feel that though we may be 
possibly neglecting additional business in dress street 
shoes, yet the general tendency in all our other men’s 
apparel departments is to stress smartness and fash- 
ionableness in attire. Therefore, we feel, and our good 
business this year seems to bear us out, that the best 


Buyer Harry Felman—“Yes, we give considerable 
attention to our window displays. Recently, we have 
given considerable thought and effort to the creation 
of a casual window treatment. I think you will under- 
stand what I mean if you compare our display to 
those seen in other parts of the town.” 


O. P. Ideator—“The thing I noticed right off is your 
use of only a moderate number of shoes rather than 
the old fashioned window display idea of trying to 
show one of every model shoe carried in the store.” 


success of a shoe department like ours in a men’s 
clothing store is to sell shoes whose style is in keeping 
with the general character of the style of merchandise 
sold in the othe? departments of the store.” 





- 


Mr. Felman—“Not only fewer shoes in number but 
a more natural arrangement of the shoes in the dis- 


id no! paly as compared to the usual stiff, regimented effect. 
ever) You will also notice the casual placing of price cards, 
t have use of real tree stumps for display fixtures, real 
sr that Autumn foliage for trimming, unusual stirrup display 
polis! stands, and even the placing of the magazine in the 
sult of center of the window in a fashion as if a reader had 
haphazardly dropped it.” 
zy proc O. P. Ideator—“I observe that the shoes you have on 
lesman display reflect’ the growing desire for comfort and 


wrap- sports effects in men’s footwear for town as well as 
regis- country wear.” 
diately 


shade Mr. Felman—“Now you've hit upon the reason for 


the casual treatment in our window display—the gen- 


eral feeling of our display parallels the type of shoes 














oth 
shire, North Carolina, Oklahoma, as a means to check future difficulties. Pay Up! 

slebrate Pennsylvania, Rhode Island, South Whenever a complaint does occur, a When the Shoe Cinh of Mow Yook 
on No- Dakota, Tennessee, Vermont and complete adjustment is always made, City sends out their bills to members 
> to be probably Maine. even though to do so may mean the to pay up their dues, they attach the 
elt, ac- To would be a good idea for all complete loss of profit in several pairs following little poem to the bill head. 
Ss made shoe merchants to hang this list, fur- of shoes. A touch of humor along with your 
Adver- nished through the courtesy of the “That's the only way to keep a cus- —_ request for payment is liable to bring 
tes will Association of National Advertisers, tomer instead of making an enemy, prompt action because it’s different. 
nber 28 on the wall so that you cannot make says Mr. Frank. Immediately after the 
still in a mistake in the timing of your complaint is taken care of, Mr. Frank 
yse Gov- Thanksgiving and Christmas promo- goes to the salesman responsible for 
r 21 are tions and window displays. the trouble and patiently analyzes the ‘a "s 
| eo“ ¢ trouble so that it cannot happen again. Coming Through— 
ollowing No penalty is attached to fitting 
ney will When It’s Fit to Complain complaints because Mr. Frank has 
Novem- “Ry a a eo found that any such action always 
Califor- 3 Seg worse ee causes ill-will among salesmen. In- 

improperly fitted is a menace to the I @ body trust 2 body 
Georgia. am tn sheen Isidor. stead, Crown Shoe Store rewards its 
puisiana. — te id A , ' . a Sh © salesmen for lack of fitting com- ——— =2 
sta, Mis- oe rece a a ot Es ~ Se plaints, every man showing a clean ee : 
Nebras- ee ee ne eS oe “record for the month receiving a din- hed tel ai : 

; Louis, Illinois. With eleven salesmen ; , : oo one oF 
co, New handli ia ne d child ner paid for by the store. With this 
Oregon, the — a “~ ap es Spree op as an incentive, the sales staff strives Pe. 
ah, Vir- ‘cul f ” aii se ” & continually to be included among the 
ing and oo rote oe = ¢ sean rage . dinner-winners. And the result has May a body ask # body 
est Vir- ae Se pat tow years, "as been the cutting of fitting complaints 

developed a clever idea which has al- . 
a. : by two-thirds. 

aoe will most eliminated the difficulty. sia a 
anksciv- A constant record of every com- re- mit to-day? 


Arkansas, 
Kansas, 
y Hamp- 


plaint traceable to bad fitting is kept 
on file in Mr. Frank’s office and used 


“Like Walking on Autumn Leaves.” 
(Marott’s, Indianapolis) 
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“Color Revolution”’’ 


TRIPLES STORE’S 


**THE shoe merchant who wants to 
see his business hugely expanded dur- 
ing the 1940 Winter season should 
throw all caution to the winds and 
go enthusiastically into color of the 
brightest types,” says Buyer George 
E. Mueller, of the women’s shoe de- 
partment at Lowenstein’s, Memphis, 
Tenn., looking over the results of the 
most revolutionary shoe merchandis- 
ing change in the store’s history, 
which amounted to a bona-fide 300 
per cent increase in business since 
early this Summer. 


PRIOR to Mr. Mueller’s arrival at 
Lowenstein’s (fashion store of Mem- 
phis) the second-floor women’s shoe 
department had five salespeople, and 
occupied a space of 70x20 feet on the 
left side of the building. Following 
the “color carnival” which the depart- 
ment staged in late August, it now has 
14 salespeople, twice the former 
space, and has more than tripled 
sales in every bracket of merchan- 
dise in stock. Where the store had an 
average sale of $114 per man for the 


1939 collegiate back-to-school pro- 
motion, this was lifted to $938 dur- 
ing August of this year as proof of 
how well the new color program has 
worked out for this Southern store. 


HERE'S the story. Immediately after 
arriving at his new department early 
this Summer, Mr. Mueller began 
“scouting” fashionable clubs, hotels 
and even high schools for ideas on 
Memphis’ color preferences, and 
found reds, black and brighter pri- 
mary colors everywhere in evidence. 
Several days of this convinced him 
that in color lay the solution to bet- 
ter business for the oncoming Fall 
season. Accordingly he “went over- 


A typical “color” window 

at Lowenstein’s keyed with 

Mr. Mueller’s promotion 

of the “Campus Ramp” 

which was featured in 15 

different color combina. 
tions. 


SHOE SALES 


board” for color in a degree far be- 
yond anything ever before attempted 
by the store. 


“The play shoe colors featured this 
Summer have had the effect of carry- 
ing over into Autumn demand,” Mr. 
Mueller told Boot & SHoe Recorper, 
“to the extent that women are dis- 
satisfied with the repressed colors 
popular last year. That’s why I have 
deliberately pushed every bright color 
into every shoe line, so that there is 
no display in our department which 
does not contain some blue, red, 
black, green or yellow, all in primary 
colors. Indications are that red and 

[TURN TO PAGE 46, PLEASE] 


George B. Mueller, Women’s Shoe Buyer at Lowenstein’s, 


Memphis, Tenn., Believed That in Color Lay the Solution 


to Inereased 


Business and so He Worked it Out . 
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Research lo perfect 


GAS MASK FILTERS 


makes prossttle 


Research in cellulose fibres to perfect a filter material that 
would be pure, free breathing and offer protection against 
atmospheric conditions, has made possible a new revolu- 


tionary advance in scientific insoles . . . Onco Insole-ated. 


Onco Insole-ated is a product of Brown Company, manufac- 
turer of the famous Onco cellulose insoles and the foremost 
supplier of purified cellulose for gas mask filters. 


This new insole makes shoes more flexible than was ever 
before possible. It insulates the foot against heat, cold and 
dampness. It absorbs sidewalk shocks, allows the foot to 
breathe, and provides a soft, smooth walking surface. 


Manufacturers find that these important qualities of Onco 
Insole-ated allow them to improve their shoes without extra 
effort or cost. Retailers find that Onco Insole-ated provides 
them with an exciting, new theme for shoe merchandising. 








Any Shoe can be Onco Insole-ated 


There is now an Onco Insole-ated insole for every type of shoe 


construction. Any shoe in your line can now be Onco Insole-ated 


to provide greater wearing comfort and greater selling appeal. 


SHOES WITH ONCO INSOLE-ATED 


CAN BE Sdentified 


For the protection of manufacturers, retailers and 
consumers, shoes made with the genuine Onco Insole- 
ated may be identified by the following marks: 


1. By the Onco Insole-ated trademark which may be stamped 
on the sock lining of each shoe. 

2. By the Onco Insole-ated trademark printed over the surface 
of the insole, seen by lifting the edge of the sock lining. 

3. Each grade of Onco Insole-ated is printed with a different 
colored marking for identification of the specific grade used. 





Infomation YR RETAILERS 


If you would like to know more about the value of 
Onco Insole-ated as a shoemaking feature and a 
merchandising theme, just return the coupon printed 
below. Samples of Onco Insole-ated and a copy of the 
Onco Insole-ated Merchandising book will be sent at 
once without obligation. Brown Company, 500 Fifth 
Avenue, New York, N. Y.; 210 Lincoln St., Boston; 
3744 Market St., St. Louis. In Canada, Brown Cor- 
poration, Sun Life Building, Montreal, P. Q. 








NAME 


BROWN COMPANY, 500 Fifth Avenue, New York, N. Y. 


Send samples of Onco Insole-ated and copy of Merchandising Book. 





COMPANY) 








ADDRESS 
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... SPECIFY UNITED SHANKS 


The function of the shank is to support the arch. 


In the work shoe illustrated, the shank needed to give 
the proper amount of strength and rigidity, may be 
either the Tempered Apex Steel or the P. G. Wood 


To select the proper shank for any shoe, consider the 
job to be done—and the amount of rigidity required. 
Whatever type of shank you select — whatever type 
of shoe you are making — look to United shanks for 
proper fit and structural strength. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 





oa Oe ee 


2, 1940 
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$30,000 a Year This Salesman’s Average 


[CONTINUED FROM PAGE 28] 


“One day I was sitting on the fitting 
stool, waiting on a customer, when a 
man walked up and I heard a voice ask, 
‘Have you got any shoes for me today?’ 
I didn’t recognize the voice, so I 
glanced at the shoes of the newcomer 
and recognized them. ‘Yes, Mr. Stamps. 
You are Mr. Stamps, aren’t you? I can 
fix you up in what you need.’ It was the 
customer I had been fitting by remote 
control for several years. This made a 
profound impression on the man and 
I have been selling him ever since. 

“Any man who sells a good volume of 
shoes in a city like Dallas must have 
some call trade. Like the man just 
mentioned, I have a number of cus- 
tomers who come in, call on the tele- 
phone or write me to send them shoes. 
Most any salesman can build up such a 
trade if he treats the people courteously 
and at all times does his best to satisfy 
them. But a man has to be sincere and 
honest with his customers if he wants 
them to come back. We have customers 
who have bought 75 or 80 pairs of 
shoes during the last 15 years and every 
pair of them here. 

“T have won the confidence of many 
customers by giving them the proper 
style and size and taking the responsi- 
bility for the fit. I had a customer a 
few minutes ago who wanted a certain 
type of shoe. We didn’t have his size in 
stock, so I told him that we would have 
in a shipment containing that size in 
a few days and that I could send him 
out a pair. He said, ‘All right, go 
ahead and do it. You’ve always fitted 
me!’ 

“Many sales are lost by salesmen 
being too quick to let the customer 
know that they do not have the shoe in 
the size and last to fit the customer, in 
the particular style he wants. No shoe 
stock can possibly have everything that 
every customer calls for. You couldn’t 
fit them all in the shoes they ask for if 
you had a million-dollar stock. You’d 
be bound to lose some sales. 

“I always try to give the customer 
what he wants and needs, provided I 
have it in stock. But if I don’t have 
just the shoe he has called for, I bring 
out several smart shoes in the proper 
size and try them on, before I let him 
know that I do not have the shoe he 
called for. I seldom miss a sale from 
this cause. However, there are strong- 
minded persons who have decided opin- 
ions about what they want. It isn’t 
well to try to switch such a person. 

“There is a humorous side to fitting 
shoes. Just recently, I sold a young 
man six pairs of shoes. He came in the 
store and I happened to catch him. He 
told me that he was going with a girl 
and that another boy was about to beat 
his time. He said that he had made up 

mind to be the best-dressed man in 
, 80 he had come to Dallas to 
ing and shoes. He wanted a 
every type of sport shoes we 


stocked. I listened with sympathetic | 


interest to his story. A love affair is 
mighty important to a young fellow in 
his teens. 

“I don’t know how the love affair is 
progressing, but as the boy’s parents 
are wealthy and pay for anything he 
wants to buy, I might add that he has 
become one of my best shoe customers. 
Of course, the situation is humorous, 


“But a hearty laugh on my part would 


have made it tragic for me also, because 
it would have caused me to lose an 
initial sale of $75, and a number of 
pairs later on. Lost sales are always 
tragedy.” 

While I was talking with Willoughby, 
the owner of the department handed 
him a letter which read, “Please send 
me a pair of white buck wing tip shoes, 
size 1014 B. Your head shoe man knows 
the kind I wear, he sells me all the 
time.” 

“Men do not call for sizes in shoes 
like they once did. They usually say, 
give me something comfortable and 
leave it up to the shoe man. You still 
have to use judgment in fitting shoes. 
As long as a man sticks to the same 
last, it is a simple matter, but when he 
changes to a different type, he fre- 
quently requires a wider shoe or a size 
larger. You have to watch out for these 
things.” 


Fall Fashions in Ads 
[CONTINUED FROM PAGE 25] 


esting group of siyles is pictured in 
the ad. 

“Shoes with windows” are featured 
by Maling Brothers, Chicago, in an ad 
that illustrates several smart models 
trimmed with Crystalite. “We’re trying 
to describe the most fascinating fashion 
idea since women first discovered that 
shoes could be beautiful as well as prac- 
tical,” the advertisement said, and the 
copywriter went on to describe the shoes 
as follows: “Literally these are Shoes 
with Windows in the form of trans- 
parent, clear-as-glass plastics used as 
insets, scallops, cutouts, bows, heels. 
They enclose, yet they reveal all the 
charm and grace of your foot for all the 
world to admire. We stake our reputa- 
tion on this statement: ‘To wear them 
is to experience a thrill that never hap- 
pened to you before.’ Pictures or words 
can’t tell this story. You'll have to try 
them on-—then let anyone try to pry 
them off! They'll be yours .. . yours to 
wear triumphantly, to flaunt joyously. 
Shoes with windows at Maling’s and 
just arrived today. Be prepared to go 
overboard when you see them.” 

There’s enthusiasm and excitement in 
good measure. And since enthusiasm is 
contagious, especially when it’s aroused 
by anything as exciting as the new 
styles for Fall, it should prove a definite 
aid in selling more shoes. 











Back of the increasing demand 
for Health Spot Shoes are the 
loyal, satisfied customers who 
continue to buy Health Spot 
Shoes and tell others about the 
wonderful comfort and service 
they give. 


This accounts for the steadily 
increasing volume and greater 
profits enjoyed by Health Spot 
dealers. 


The cut-open shoe shows how 
the three important patented 
features in Health Spot Shoes 
combine to balance and support 
feet properly for foot balance 
and foot comfort. 


1. The heel 
seat fs shaped 
to follow the 
curves of the 
normal heel. 
The patented 
wedge fits 
snugly around 
the inside cor- 
ner of the 
heel to hold 
heels and 
ankles in Bal- 
ance (U. S. 
Pat. No. 1,- 
916,198). 


2. The extra long, extra strong 
corrugated steel shank gives 
solid support to the outer 
weight-bearing side of the foot 
(U. S. Pat. No. 2,150,779). 


3. The thick, mellow innersole 
is shaped to provide a natural 
platform on which to rest the 
foot and give permanent - 
port to the metatarsal (or ball) 
area of the foot (U. S. Pat. No. 
1,850,977). 


There are many towns available 
where the right dealer has a 
splendid opportunity to build a 
profitable a ne with Health 
Spot Shoes. Write today for full 
information. 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 
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BOSTON MASSACHUSETTS 








- 1940 





BOOT ann SHOE RECORDER, October 12, 1940 


THIS WEEK IN THE 


Saturday, October 12, 


SHOE TRADE 


1940 


National News 





Big Advance Demand For Shoe Fair Space 





Total of 817 Reservations, Announced October 1, Represents 
90 Per Cent of the Grand Total of Space Sold Last Year 


Curicaco—Management of the Na- 
tional Shoe Fair, to be held in Chicago 
on January 6, 7, 8 and 9, 1941, has 
announced that reservations for over 
817 displays have already been made. 
This is 90 per cent of the total space 
sold last year. 

At none of the previous Shoe Fairs 
has there been such an overwhelming 
demand for display space three months 
before the opening of the Fair. The 
list of manufacturers who have already 
made arrangements to display at the 
1941 National Shoe Fair includes all 
important shoe manufacturers from 
every leading market. 

The National Shoe Fair, recognized 
by the industry as the dominant meet- 
ing of manufacturers and merchants, 
anticipates not only a record-breaking 
number of exhibitors, but unlike other 
zone or territorial shoe shows expects 
to attract the largest attendance of 
buyers. 

Many important buying groups rep- 
Tesenting the large distributors of 
footwear in department stores, inde- 
pendent stores, mail-order houses and 
thain stores, plan to hold their meetings 
during the Fair, where more lines may 


“be inspected than at any other similar 


‘erent. 
The prestige of the National Shoe 
Pair and its importance in the industry 
ives the full support and coopera- 
of both producer and distributor 


“0f footwear. No other shoe show en- 


the distinction of being sponsored 
tly by the two most influential as- 
tions in the industry. 
The National Shoe Fair is directed 
a joint committee of five members 
the National Boot & Shoe Manu- 
rers Association and five members 
4. National Shoe Retailers As- 
ion. 





Activities of Leather 
Group Defined 


In view of the fact that there 
appears to be some misunder- 
standing as to the scope of activi- 
ties of the Leather Group in the 
Industrials Materials Division of 
the Advisory Commission to the 
Council of National Defense, 
H. M. McAdoo, Leather Group 
Executive, announced that his 
Group deals only with the prob- 
lems relating to leather for mili- 
tary ds and industrial leather 
belting. Shoes and other prod- 
ucts fabricated of leather are as- 
signed to the Production Division 
of the Advisory Commission to 
the Council of National Defense. 








The 1941 National Shoe Fair will be 
the sixth of these events which each 
year have become increasingly success- 
ful in number of exhibitors, but more 
important in buyer attendance. 

The program committee, of which 
A. J. Pauly, Stix, Baer and Fuller 
Co., St. Louis, is chairman, is planning 
many educational features designed to 
assist merchants in planning more ef- 
fective sales-promotion campaigns, and 
organize more efficiently store operating 
policies. 

At a meeting of the program com- 
mittee held recently in New York, 
Chairman Pauly said: “We believe 
definitely and know many manufac- 
turers share our belief, that it is equally 
important that merchants attending the 
National Shoe Fair have an opportunity 
of availing themselves of facilities 
where they may streamline their busi- 

[TURN TO PAGE 43, PLEASE] 


Braden Named Sales Manager 
Of General Shoe Division 


NASHVILLE, TENN.—Appointment of 
Jack Braden as sales manager of the 
Richland-Davidson Division of the Gen- 
eral Shoe Corporation was recently 


JACK BRADEN 


announced by W. M. Jarman, presi- 
dent. Mr. Braden, formerly shoe stylist 
for the corporation, replaces W. W. 
Freeman as sales manager, and Mr. 
Freeman is joining the Atlanta Divi- 
sion of the organization. 

Shade Murray, formerly superinten- 
dent of the Pulaski General Shoe fac- 
tory, is to become stylist at the Nash- 
ville office. 

Mr. Braden has been connected with 
the corporation since 1933, when he 
joined the company following his grad- 
uation from Vanderbilt University. He 
has been employed in a number of 
different departments at the shoe fac- 
tory during that time. 












































Pattern Romany 24225 








MOHAWK CARPET MILLS, 














look better.--sell easier 





on Mohawks background 


Let us tell you how Mohawk carpets can help sell 


shoes in your store. Write Mohawk for the facts. 


AMSTERDAM, N.Y. 


v< 
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Kingston Store Maintains Prestige 
Through Two Generations 


| A. HYMES SHOE STORE, established forty-two years 





Newest--smartest styles. 








ago in Kingston, N. Y., maintains the trade and prestige 
of other years, while keeping an eye on progressive 
practices and a close touch with the generation of today. 
The store is now owned and operated by Harry and 
Lewis Hymes, sons of the founders. 

A cardinal principle with this Kingston store is to 
concentrate on a great list of potential customers. “We 
make an effort to get people we haven't sold,” says 
Mr. Lewis Hymes. “We keep a list, of course, of per- 
sons who are customers already, but we are continually 
trying to get new ones.” 

To go after this trade, they have recourse to various 
methods. For example, they send out postal cards and 
printed matter at the beginning of every season. Some- 
times the cards, to get attention, are marked in red. 

Apropos of seasons, it should be remarked at this 
point that the A. Hymes store is no laggard in such 
matters. When we visited the shop the Summer sale 
had begun and Summer shoes were being cleared 
rapidly. Fall shoes were to arrive the following week— 
an event commented upon in local advertisements and 
through direct mail. Of the latter there is considerable, 
for letters, both circular and individual, are used to 
solicit trade. 

The results of this continuous effort to build up new 
trade are evident, since the store draws on a radius 
reaching well beyond Kingston, as instanced by cus- 
tomers from Stanford, which is sixty-two miles away. 
The firm of A. Hymes does not limit its business to 
the 27,000 population of Kingston proper but works 
aggressively to get the patronage of a potential 60,000 
trade area. 

It is significant that the persons thus attracted from 
out of town are desirable customers coming from the 
ambitious and dependable strata of life—a fact which 
may be attributed to the intelligent way in which the 
store builds mailing lists. Naturally the means of the 
store are its own, but as indication of how A. Hymes 
works, it may be mentioned that 4-H. Clubs and 
Masonic groups have heretofore been channels through 
which the store has been introduced to new customers. 

Without minimizing the importance of its older, more 
conservative customers, this shoe store believes that it 
pays to go after young people. They buy oftener and 
juvenile shoes are profitable, says Mr. Hymes, because 
of the large percentage of staple business. 

Another phase of this successful store’s policy is its 
emphasis on correct fitting. Expense to this end has 
not been spared; for more than ten years it has main- 
tained an X-Ray machine, During this time two fitting 
devices have been installed, the present one having been 
purchased for its modern and improved features. This 
scientific means of revealing the structure of the foot 


[TURN TO PAGE 5], PLEASE | 
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William G. Hanson 


MILWAUKEE, WIs.—William G. Han- 
son, vice-president and general man- 
ager of the Albert H. Weinbrenner 
Shoe Company, Milwaukee, whose death 
was reported in brief in the October 
5th issue of Boor AND SHOE RECORDER, 
was born in Milwaukee on November 7, 
1873, the son of Thomas A. and Cather- 
ine E. Hanson. 

His business abilities were recog- 
nized at an early age, and he became 
associated with the United States Glue 
Company of Carrollville, Wis., on 
January 10, 1898. Within about two 
years of that time, the late Fred 
Vogel, Jr., president of Pfister & Vogel 
Leather Company and a leader in many 
other industries, recognizing Mr. Han- 
son’s unusual ability, promoted him to 
general manager of this concern, which, 
under his guidance, became the largest 
individual glue factory in the world. 

Mr. Hanson became associated with 
the Albert H. Weinbrenner Company 
on November 27, 1916, and after a very 
brief period, Albert H. Weinbrenner, 
the founder, turned over the manage- 
ment of this company to him. 

He also was one of the organizers 
of the United Fertilizer Company, and 
the Manufacturers Box Company. The 
late Carl Landsee, a very close friend 
and former business associate, induced 
Mr. Hanson to become a director of 
and give the benefit of his knowledge 
to the Hecla Mining Company. In re- 
cent years, he served as a director of 
the Cudahy Packing Company. 

Untiring work was his chief hobby, 
but occasionally, he would find time to 
devote to his favorite sports, hunting 
and fishing. He was a member of the 
Milwaukee Club, Izaak Walton League, 
Wisconsin Lodge F. & A. M., Kenwood 
Chapter R. A. M., Ivanhoe Commandery 
K. T., and Wisconsin Consistory A. & 
A. S. R. 

Interment was at Forest Home 
Cemetery, Milwaukee, Tuesday, Oc- 
tober 1. He is survived by his widow, 
Mrs. Vinnie Gilmour Hanson; his 
mother; a sister, Mrs. Evan W. Price, 
and brothers, Avery T. and John A. 


Shoe Changes in Spokane 


SPOKANE, WasH.— Max Rogel has 
purchased the Russell Walker interest 
in the Savon Shoe Shop and will oper- 
ate the business under the Savon name. 
Ed Hill has taken over the shoe de- 
partment formerly operated by the 
Savon Shoe Co. in Alexander’s and has 
named George Dunn to be his manager 
there. Mr. Hill was formerly in the 
Savon branch located in the Davenport 
Hotel. 

A new firm has been formed under 
the name of “Rusan’s.” This is com- 
prised of Russell Walker and his wife, 
Ann Walker. This newly opened ven- 
ture will feature exclusive tailored 
apparel, sportswear and fashion foot- 
wear. Mr. Walker will devote his time 
to shoes, while Mr. Walker will at- 
tend to apparel. 


SHOE FORM CO. Inc. 





Here is unlimited opportunity to create a rainbow of color effects in your 
shoe displays. Ranging from the rich, striking, black, to a whole spectrum of 
startling pearlescent effects, there are tones to harmonize or contrast with 
every shoe color and style in your Fall and Winter line. 


Put glamour into your shoe displays. Show how present-day styles can be 
used to complete an appealing and alluring ensemble. Fairy ANKLE-HI 
Forms will do it for you easily and economically. 


ANKLE-H1 is available in 6 foot styles, 6 heel heights and 6 standard colors 
—with other colors galore. The foot styles are designed for shoes with heel 
heights ranging from 0/8 to 24/8. The standard colors include all popular 
shades—fiesh, black, ivory, pink pearl, white pearl and gun metal. The variety 
of other colors and pearlescent effects that can be supplied is practically un- 
limited. 


Let us mail you a copy of our new Ankle-Hi folder. Send your 
name right away and receive your special copy. 


PLAIN-TOE TU-TOE TWINKLE-TOE 





AUBURN, N.Y. 





TO 
BUY 


Workshoes 





STEEL TOE 
satety SAFETY SH 


Steel 
Tee 
(Patented) 


and 
POPULAR PRICED 
SHOES 


work 
Carried in Stock 
COMPANY 
Holliston, Massachusetts 
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Moccasins 
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MOC-ABOUTS 
Reg. U.S. Pat. Off. 3367 ,.137 
tn Stock for Men & Boys. 
Chee. Retan Uppers. Rub- 
ber Soles. L 
Laces. 
Process. 
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New York Office 
47 West 34th St. 


NASHUA SLIPPER CO., Lowell, Mass. 











OE 6 


St. Louis Jobs 


Oli lie ii elie edi eal ellie hin edie hie edie tie) 


—Current— 
NOVELTIES & ARCH 
Shoes 


IN STOCK 


We are exclusive distribu- 
tors of Cancellations, 
Jobs and Samples from 15 
of St. Louis’ finest and 
largest Arch and Novelty 
factories. Over 1000 sam- 
ples to choose from— 
Men's, Women's, Chil- 
dren's. 


AT A PRICE 


"While in town see Weil" 


M. K. WEIL SHOE CO. 
1326 W Ave., St. Louis, Mo. 
THE ONLY HOUSE OF ITS KIND IW ST. Louis 
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Meier Swope 


Sr. Louis, Mo.—Meier Swope, co- 
founder and retired president of The 
Swope Shoe Company, died September 
30 of heart attack at his home, 4466 


MEIER SWOPE 


Westminster Place, here. He was 90 
years old. Mr. Swope was the third 
member of his family to die within a 
year. His wife, the former Miss Jennie 
Marks, died last December 19 and his 
son, Horace M. Swope, former secre- 
tary-treasurer of the shoe firm, died 
last October 10. Two nephews, Her- 
bert Bayard Swope, former managing 
editor of the New York World and now 
retired, and Gerard Swope, retired 
president of the General Electric Com- 
pany, both of New York, survive. 

A native of Saxony, Germany, Meier 
Swope came to the United States and 
to St. Louis at the age of 16. He en- 
tered the shoe business with his brother, 
the late Joel Swope, with a small re- 
tail store opposite the old French mar- 
ket near Broadway and Chouteau. 
Later the firm moved to 311 N. 4th 
Street and the to 311 N. Boardaw. 
After Joel Swope’s death in 1901, the 
business was incorporated and in 1912 
moved to 10th and Olive where it re- 
mained for a period of 24 years. In 
1936 the business was acquired by the 
Selby Shoe Company. It is now lo- 
cated at 905 Locust Street. 

Meier Swope retired five years ago. 
He and his wife celebrated their golden 
wedding anniversary in 1933. Their 
son Horace was a member of the City 
Art Museum Board (St. Louis) and 
bequeathed a valuable collection of 
prints to the museum. 

Arthur Ebbs, who for 44 years was 
associated with Mr. Swope in the shoe 
business, told the Recorper: “A 
more lovable character never lived. In 
all my years with him he never uttered 
a cross word. During his active career 
he was keenly interested in every phase 
of the shoe industry. He was a great 











To-day’s Babies Are 
YOUR 
CUSTOMERS 
TOMORROW 


if you feature Mrs. 
Day’s Flexible Walking 
Shoes 


Mest famous baby shoes in 
the country — and most 
popular — are Mrs. Day’s 
Ideal Baby Shoes. They are 
specified and recommended 
by a great many physicians 
—known and respected by 
thousands of parents. When 
babies graduate to juvenile 
departments, it is logical 
that their parents seek a 
familiar and proved brand 
of footwear. 

Hundreds of retailers have 
found that Mrs. Day’s Flex- 
ible Walking Shoes solve 
the problem of customer 
tarnover by bringing to 
them a constant supply of 
new juvenile prospects to 
replace those lost to adult 
departments. For full par- 
ticulars 

write to 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 


«ti 


WW AL Dey snio’ 
FrABIC. re 




















stickler for keeping dates with travel- 
ing men.” 

Private memorial services for Mr. 
Swope were held at the residence 
Friday afternoon, October 4, following 
cremation. 


V. A. Metzger Joins Huggins 


Los ANGELES, CALIF.—V. A. Metzger 
is now associated with the Huggins 
Wilshire Boulevard shoe store. He was 
previously connected with the Beverly 
Hills Sax-Fifth Avenue shoe depurt- 
ment doing outside and store selling. 
At one time he was president of the 
La Mode shoe store and has been <cll- 
ing fine shoes in Los Angeles for the 
past 20 years. 
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Dates to Remember 


Shoe Market Days, Iowa National 

Shoe Travelers Association, Hotel 

Chamberlain, Des Moines, Iowa, 
October 27, 28, 1940 


St. Louis’ Introduetion of Spring Foot- 
wear Fashions, Hotel Pennsylvania, 
New York, 

November 10, 11, 12, 13, 1940 

Boot and Shoe Travelers Association 
of New York Dinner and Entertain- 
ment, Grand Ballroom, Hotel Penn- 
syivania, Tuesday evening, 

November 12, 1940 


Shoe Manufacturers’ Spring Opening, 
Euzene A. Richardson, Megr., Hotel 
New Yorker, New York City, 

November 10, 11, 12, 13, 1940 


Spring Showing Shoe Manufacturers 
Board of Trade of New York, Hotel 
Vanderbilt, New York 

November 11, 12, 13, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass. 
December 2, 3, 4, 5, 1940 

Annual Convention, National Shoe 

Travelers’ Association, Morrison 

Hotel, Chicago, Dlinois 

January 4, 5 194] 


National Shoe Fair, Hotel Stevens, 
Chicago, Tll.....Jaonuary 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair (Jointly 
Sponsored by Michigan Retail Shoe 
Dealers Association and Michigan 
Shoe Travelers Club), Hotel Statler, 
Detroit, Mich...January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
ow and Hotel Selwyn, Charlotte, 
N. C. January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 


Indiana Shoe Buyers’ Week, Indiana 
Shoe Travelers Association, Clay- 
pool Hotel, Indianapolis, Ind. 

January 19, 20, 21, 1940 


Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn., 
January 26, 27, 28, 1940 


Annual Convention 





1l Bids Made for 
Shoe Lace Contract 


Boston, Mass.— Eleven bids were 
opened recently at the local Army Base 
im response to invitations for tenders 
of 2,500,000 pairs of 40-inch brown 
cotton laces for use in army service 
shoes. Prices, usually for lots of 500,- 
000 pairs, ranged in price from $0.0122 
per pair to $0.0191. Among the bid- 

were the International Braid 
Company, the General Shoe Lace Com- 
pany, Glencairn Manufacturing Com- 
pany, Providence Braid Company, 
Chandler Oil Cloth and Buckram Com- 
pany (Shoe Lace Division), Pawtucket 
Standard Braid Company, the Shoe 

Company, Conrad Manufacturing 

ny, Hickory Shoe Lace Manu- 
facturing Company, Narrow Fabric 


. - located right . . 
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WISE BUYERS 


They can be seen earlier . . 
Spring shoes can be bought most ad- 
vantageously in December . . . 
prices have crystallized. All impor- 
tant buyers will go to the Boston Shoe 
Fair, where representative and com- 
plete showings of volume styles for 
Spring will be displayed. Timed right 
. and run right 

. the Boston Shoe Fair benefits 
buyer and manufacturer alike. 
your plans and hotel reservations 
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HE BEST PRICES!” 
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Make BOSTON SHOE -FAIR 


December 2.3.4 5 


NEW ENGLAND SHOE and LEATHER 


Sécston Shoe Bair 


DECEMBER 2-3-4-5 





Company, and the Regal Equipment 
Company. 


Big Advance Demand for 
Shoe Fair Space 
[CONTINUED FROM PAGE 39] 


ness practices with the most recent 
methods of buying and selling.” 

“For those who desire to consult with 
the business experts from the School 
of Commerce of Northwestern Univer- 
sity, this group again will operate the 
Expense Control and Store Manage- 
ment Clinic.” 

“The Sales Planning-Sales Promo- 


tion Clinic is another of these business 
features appealing to merchants. The 
Store Modernization Clinic introduced 
for the first time at last year’s Fair 
will also be set up for merchants seek- 
ing information regarding moderniza- 
tion plans.” 

“Other features, including the style 
show, annual banquet, luncheon meet- 
ings, will be announced later,” con- 
cluded Chairman Pauly. 

Other members of the program com- 
mittee in addition to the chairmen are: 
Harry E. Fontius, Fontius Shoe Co., 
Denver, Colo.; Harry G. Johansen, Jo- 
hansen Bros. Shoe Co., St. Louis, and 
Owen Metzger of Wetherhold and 
Metzger, Allentown, Pa. 
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Ce ee a 
TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 
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IN-STOCK 
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Soles and Heels 





Lithox Cord Soles & Heels 
Non-Slip 
Greatest value on market today. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. S&S. A. 
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Fort Wayne, Indiana 


- Los Angeles, Cal } 





What’ll Drug Stores 
Take On Next? 


PORTLAND, OrE.—Savon Shoe Store 
cpened here on October 7th with a 
complete family shoe store as a leased 
concession in the large Fred Meyer 
drug store. This shoe department is 
owned and operated by Oscar Olman. 
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Program for Tanners’ 


Council Meeting 


New YorKk—The 24th annual meet- 
ing of the Tanners’ Council of Amer- 
ica will be held at the Palmer House, 
Chicago, Oct. 17 and 18. Everett G. 
Holt, chief of the Leather and Rubber 
Division, United States Department of 
Commerce, will be a featured speaker 
on the program Thursday Morning, 
Oct. 17. He will talk on “World Sup- 
ply and Demand.” Edward L. Drew, 
Tanners’ Council statistician, will dis- 
cuss “Domestic Supply and Demand,” 
and Irving R. Glass, economist of the 
Tanners’ Council, will lead the genera] 
discussion. Henry M. McAdoo, Group 
Executive of the Advisory Commission 
to the Council of National Defense will 
speak on “Leather in the Defense Pro- 
gram.” 

Harold Connett, chairman of the 
Tanners’ Council of America, will de- 
liver his address at the luncheon and 
general meeting at 12:30, Thursday. 
Other speakers will be Merrill A. Wat- 
son, Executive Vice-President of the 
Tanners’ Council; Dr. Fred O’Flaherty, 
director of the Tanners’ Council Re- 
search Laboratory; and Victor G. 
Lumbard, chairman of the Washington 
Advisory Committee. Thursday after- 
noon will be devoted to group meetings. 
The board of directors’ annual dinner 
will be held Thursday evening, at 7:30. 

There will be a laboratory committee 
breakfast meeting Friday morning, fol- 
lowed by a round table discussion on 
the futures market at 9:30. George 
B. Bernheim, R. Neumann & Company, 
will be chairman, and Herbert H. 
Sawyer of Sawyer Tanning Company 
will be the principal speaker. Joseph 
C. Kaltenbacher of Seton Leather 
Company, will lead the discussion. 

A round table discussion “Improving 
Today’s Selling Policies” will be held at 
11 A. M. Friday. William B. Eisen- 
drath of Monarch Leather Company 
will be chairman of the meeting, and 
Stanley B. Hunt, director Textile Eco- 
nomics Bureau, will be the speaker. 
The discussion will be led by E. Carle 
Shotwell of Helburn Thompson Com- 
pany. Dr. Marcus Nadler, Research 
Director of the Institute of Interna- 
tional Finance will address the lunch- 
eon meeting to be held at 1 P. M. He 
will discuss the consequences of war 
developments on the domestic outlook. 


Army Asks for Bids 
On New Shoe Order 


Boston, Mass.— The United States 
Army is again in the market for a large 
lot of service shoes—949,920 pairs— 
thus bringing to a total of 3,000,000 
pairs the number bought since late 
March of this year. Invitations fo: 
what are described as “informal bids” 
—the first to be issued since the adop- 
tion of the policy by which “negotiated 
contracts” are substituted for open 





HARRISON SHOES| 
A” Builder Upper’ 


For Your Volume 











Because the price is as right as the 
merchandise, and because the 
Harrison In-Stock service holds 
your inventory to a minimum, the 
Harrison way is the best tonic for 
volume in Men's and Boys’ shoes. 
Write for new Catalog today, 
showing 50 attractive styles in 
stock. 


IN STOCK 


NO. 116— 
TAN ELK OXFORD 
ROCK OAK SOLE 

RUBBER HEEL 

1-6, B, C, D 

$2.00 net 


HARRISON 


SNOE COMPANY 


Osan 
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competitive bidding as in the past— 
have been sent out to manufacturers 
from the Boston Quartermaster Depot 
at the local Army Base. They will be 
opened privately on October 14. 
This privacy is emphasized in a 
memorandum attached to each bid 
form: “Bidders and all interested per- 
sohs are informed that bids under this 
request for quotations will not be pub- 
licly opened and no information con- 
cerning bids will be furnished to any 
person until formal approval is re 
ceived from the War Department.” 
A supplementary part of the invi- 
tation is a “Facilities Questionnaire,” 
in which is requested detailed informa- 
tion regarding the size of the plant by 
departments; a description of the 
equipment; the number of personnel 
regularly employed and the availability 
of skilled labor not now employed at 
the plant in question; the production 
capacity on a forty-hour-week, one- 
shift basis; the maximum production 
of men’s welts achieved in any thirty- 
day period during the last five years. 
and the percentage of current capacity 
now being utilized in commercial work, 
government work or idle. In addition 
the questionnaire asks concerning the 
company’s financial ability to carry out 
the terms of any contract into which it 
may enter with the governmen'. and 
seeks to ascertain whether any plant 
expansion is contemplated as the result 
of the receipt of government bi 
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Faith in the Future 
[CONTINUED FROM PAGE 18] 


and straight glass effects, are worked 
out in a most novel manner. They are 
brilliantly lighted with both direct and 
fluorescent lamps. A distinctive, fluor- 
escent-Neon sign flashes the store’s 
name across the entire upper part of 
the facade. The lobby is spacious and 
well-lighted, and the floor is covered 
with polished marble chip that runs 
directly into the store itself through the 
length of the accessory department. 

The interior of the store is fitted with 
handsome bleached oak fixtures, built 
right into the walls. Blonde-like in 
color, they impart a most distinctive 
and luxurious atmosphere to the store. 

A combination of fluorescent lighting 
and direct flush-ceiling lighting pro- 
vides the entire store with the most 
easy-on-the-eyes illumination possible 
today. The walls above the fixtures are 
in pastel shades, while the deep-piled, 
softly-hued rug blends attractively with 
the whole. 

In the rear of the store is a cleverly 
designed balcony, upon which is situ- 
ated the greatly enlarged offices of the 
store’s chiropodist. 

Every department has been propor- 
tionately enlarged. Notable among the 
changes are the new men’s shoe depart- 
ment, which is located directly inside 
the entrance and separate from the rest 
of the store, and the new girls’ and 
boys’ shoe department which occupies 
the entire rear of the great store. The 
juvenile department is the largest of its 
kind in Passaic, and boasts a setting 
that will delight the hearts of the 
youngsters while being fitted. 

The women’s high style and walking 
shoe department is centralized in the 
store, and represents the last word in 
luxury. Settees, chairs, lounges and 
other appointments are completely mod- 
ern and comfortable. 

The accessory department is now 
three times its former size. Silk hosiery 
and handbags are prominently dis- 
played in show cases that are a revela- 
tion in themselves. 

The stock, as well as the personnel 
of the store, has been tremendously 
increased, in keeping with the store’s 
vast expansion program. Housed under 
one roof is one of the largest and most 
complete collections of fine shoes in 
New Jersey, shoes for every member 
of the family, perfectly fitted, and seas- 
ibly priced. 

The general public was invited to an 
informal preview of the store on the 
opening day. Many persons of promi- 
hence were present, and an interesting 
evening was enjoyed by all who at- 
tended. Refreshments were served. 
Thursday, Sept. 19, the store was 
officially opened for business. 

A huge Carrier air-conditioning plant 
Was installed for all-year-round opera- 
tion. The temperature through the en- 
tire store and balcony will always be 
“normal,” free of humidity and 
healthful. 
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Say the experts of the Research Department of the School 
of Public Health of a great Eastern University* regarding 





() voTE “Your Play Poise shoes rate Highest Grading. We 
think they are well designed, an outstanding value for the price, 
and suitable for most children’s feet in the wide toe lasts.” 


THEY have these features: Moulded insoles, cupped heel seat, 
orthopedic last, steel arch bridge at the outer edge of the shank, 
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patterns, full toe 
measurements, and 
broad flat ball—and 


many others. 


Here are two of fif- 
teen styles in stock. 
The discount is 5% 
30 days. 


Our catalogue will 
show you the others 
as well as our Powga- 
tan, Guide Rite and 
Miss Virginia lines, 
all having values far 
beyond the price 


asked. 


VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VIRGINIA 
MANUFACTURERS 














In a number of respects the Stench- 
ever stores occupy a rather unique place 
among retail shoe establishments in the 
territory they serve. While operated 
as a group, each store is complete in 
itself and each features a large stock 
with adequate selections of fine shoes in 
separate departments for men, women 
and children. Each store has a chiropo- 
dist, with an office for the practice of 
his profession and the chiropodist is 
also available for free consultation on 
fitting problems, another form of foot 
service. Stenchever’s also maintains its 
own factory-equipped shoe repair shop. 
Its staff includes an expert on window 
displays, Maurice I. Solomon, and an 


advertising manager, Irving Freiden- 
rich. 


Cargill On Road 
For Nunn-Bush 


BIRMINGHAM, ALA.—J. Don Cargill, 
who for about 20 years has managed 
the men’s shoe department of J. Blach 
& Sons has resigned to go on the road 
for Nunn-Bush Shoe Company. 

Succeeding him will be J. Don Car- 
gill, Jr., who got his shoe training under 
his father and was later with the Nunn- 
Bush people in New Orleans. Em- 
ployes of Blach’s gave a farewell party 
Saturday night for Don, Sr. 
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Sells Business to Son 


Bove, Iowa—Jess Speraw, operator 
of a shoe store and harness shop here 
for the past two years, has sold the 
business to his son, Bernard, of Algona, 
Iowa, who has taken possession. Jess 
Speraw will go to Fairmont, Minn., 
and operate a shoe store. 


“Color Revolution” Triples 
Store’s Shoe Sales 


[CONTINUED FROM PAGE 32] 


black will be the lead color in all women’s 
apparel for this year, and I strongly 
advocate that combination for all dress 
shoes.” 

For the August sale, Mr. Mueller laid 
his plans carefully for a “Color Carni- 
val” to revolutionize the entire depart- 
ment. First he designed a row of six 
special display stands, of white wood 
topped with frosted glass, through 
which two concealed light globes glow. 
All of the most brilliant color com- 
binations in sport, student and dress 
shoes are shown on these, the light from 
beneath accentuating the color to its 
best advantage. 

Then, to flavor the sale with some- 
thing exclusive, Mr. Mueller designed 
a new “Campus Ramp” wedge model, 
with a “rainbow stitch” in 15 varied 
color combinations for back-to-school 
choice, all made to his design. A huge 
display window, as shown here, fea- 
tured the 15 color choices at $6.75, and 
had a clever display ramp built along 
the lines of the shoe itself, covered on 
the 35-degree slope with rough ex- 
celsior, to which the suede Campus 
Ramp model clung only because of its 
roughness. Later moved to the sales- 
floor, this created curiosity as customers 
wondered what “kept the shoes on the 
incline” and picked them up to see. Over 
1000 pairs of the Campus Ramp model 
were sold during August. 

Keyed with the color drive were three 
huge display ads, one printed in red 
and black ink, and a full-page announce- 
ment playing up color over all shoes in 
stock. An idea of the colors included 
may be had from this copy: “Here is 
imaginative color blended into a multi- 
tude of tuneful combinations! Witness 
these shoes of California Saddle Tan 
and Brown, Sea Green and Turf Tan, 
Butterscotch and Brown, Honey Beige 
and Green, Red and Black! Sled heels, 
ski heels, barrel heels, ramp heels, spool 
heels and screwball heels!” 

At least eight color choices are fea- 
tured in every shoe bracket, red and 
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black predominating in the dress street 
shoe section. Even the most decorous 


15 Additional Styles 
in Stock. All 
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No. 732X Men's Ox. 1.45 


of black suede pumps have been steppe: 


up with the addition of a red sue 
frou-frou toe piece, with similar trea 


ment for every type of evening slippe:. 
Thus color has been made the meais 


of swinging the shoe department in 


triple volume, which Mr. Mueller i:- 
tends to maintain hereafter in the sanie 


way. 


Roberts Joins Moulton-Bartley 


Style Department 


St. Louis, Mo.—Ray Roberts, for- 
merly stylist for the Premier Pattern 
Company, Cincinnati, has joined the 
style department of Moulton-Bartley, 
Inc. Mr. Roberts just recently re- 
turned from New York with advanced 
developments in the American Design 
movement, many of which will be fea- 
tured in the Spring lines of Modeart 
Footwear. 

Moulton-Bartley recently announced 
a broad new sales and merchandising 
program which involves new methods 
in developing patterns for their two 
Modeart lines. 


Buys Shoe Store Stock 


SUMNER, Iowa—Mrs. Martha Craw- 
ford of Des Moines, Iowa, bought the 
Potratz Shoe Store stock at the sale 
auctioned by H. W. Reeve, and will 
continue the business with E. E. Pot- 
ratz, who has been connected with the 
store for some time as manager. 











—To sell a shoe is one thing; to fit a shoe 
properly is another and far more impor- 
tant thing. Boot and Shoe Recorder influ- 
ence with Point-of-Sale results in “getting 


more shoes sold right.” 
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New Format for Spring 
Color Cards 


New York—An entirely new format 
has been adopted for the presentation 
of the women’s official shoe and leather 
colors for Spring 1941 by The Textile 
Color Card Association, it was an- 
nounced by Margaret Hayden Rorke, 
managing director. Actual leathers are 
used as color samples, instead of fab- 
rics, as heretofore. 

The card, which is being issued to 
members of the association today, is 
in a practical booklet form, with a 
separate page devoted to each color, 
which is portrayed in large swatches 
of five different types of leather— 
glazed kid, smooth calf and sueded, 
crushed and embossed effects. Coordi- 
nation notes accompany each color, 
indicating its proper relation to the 
leading shades in spring costumes. 

As previously announced, the five 
new colors are Colony Brown, Patio 
Beige, and the Old Glory Colors, Old 
Glory Red, Old Glory White and Old 
Glory Blue, which are the shades of 
the American flag. The six repeated 
colors are Conga Brown, Bluejacket, 
Airway Blue, Toffee Tan, Turftan and 
Varsity Green. 

It is expected that this convenient 
booklet form will prove a valuable 
reference for tanners, shoe manufac- 
turers and retailers in the sales pro- 
motion of the spring shoe and leather 
colors. 

The 1941 Spring Card showing the 
nine official colors for men’s shoes also 
appears this season in a practical new 
booklet form, Mrs. Rorke, managing 
director, said of The Textile Color 
Card Association. Here again the card 
portrays each color on a separate page 
and shows the three different kinds 
of leather best adapted to each shade. 
These leathers include smooth and 
boarded calf, men’s weight kid and elk, 
as well as reversed and crushed 
leathers. Merchandising notes are given 
for each color. 

The Town Colors for men comprise 
Yankee Brown, American Tan, Alamo 
Tan, Continental Brown and Cortez. 
The Country and Slacks Colors are 
Patio Beige, Adobe Tan, Pony Tan and 
Dixie Tan. 


F. W. Moritz Joins 
Milius Division 

St. Louts, Mo.—Paul G. Williams, 
manager of the Life Stride Division of 
Milius Shoe Company, St. Louis, an- 
nounced recently the appointment of 
Fred W. Moritz, former vice-president 
of the Fred A. Mayer Shoe Company, 
of Milwaukee, into his organization. 

Mr. Moritz will devote his time in 
covering the middle-west territory and 
in assisting Mr. Williams in the styling 
and promotion of Life Stride shoes. 

Mr. Williams feels the reputation, 
experience and qualifications of Mr. 
Moritz will be a great asset to the de- 
velopment of their fast-growing line. 
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Doing Good Job 
With Children’s Line 
THIENVILLE, Wis.—lIt is not often 
that we hear of a successful shoe sales- 
lady traveler, but Mrs. Hallie Weyker 
represents the Gilbert Shoe Co. and 
their line of Kali-sten-iks shoes down 
in Missouri, Oklahoma and Texas. She 
succeeded her late husband, who, for 
ten years, did a fine job for the Kali- 


MRS. HALLIE WEYKER 


sten-iks line in the above territory. 
Her story is interesting: 

“My first experience came through 
working in a well-known factory, where 
I was forelady in the fitting room for 
five years. 

“I traveled with my late husband 
for ten years, and had a keen interest 
in selling shoes from the very begin- 
ning. Because of my interest, I always 
set up his sample rooms, wrote all of 
his orders, made some calls with him 
on the retail merchants, and later made 
some of these contacts alone. 

“Having had this experience, I had 
confidence enough to continue after my 
husband’s departure. Since responsi- 
bilities are entirely on my own shoul- 
ders, I naturally have deeper interest 
in this field. I am very much interested 
in all phases of this work, but my 
greatest interest is in the actual selling 
process.” 

And—Mr. Gilbert says, “Mrs. Wey- 
ker is doing a swell job and increasing 
her sales continuously.” 


Gerrit DeHaan with Loeb’s 


LAFAYETTE, INnp.—Gerrit DeHaan 
has gone from the position as buyer 
and manager of J. L. Hudson’s Co. 
Shoe Salon at Detroit, Mich., to be- 
come the new manager of the new 
beautifully arranged shoe departments 
at Loeb’s in Lafavette. He has,,three 
assistants, Don Smith, Joe Gillaspy and 
Rubert Tracy. 


Shoe Shows in New York 


To Attract Buyers 


New York—Thousands of shoe buy- 
ers from coast to coast wil! be in New 
York on November 10-11-12-13 to at- 
tend the shows which will be in opera- 
tion on those dates. The Vanderbilt 
will have lines of better grade shoes 
from the Shoe Manufacturers Board 
of Trade of New York on two floors, 
The Pennsylvania will have the second 
annual seasonal opening of the St 
Louis Shoe Manufacturers Association 
and the Shoe Manufacturers’ Spring 
Opening at the Hotel New Yorker will 
have nearly three hundred exhibitors 
—a surprising number owing to the 
fact that some of the lines who for- 
merly exhibited at the Shoe Manufac- 
turers’ Spring Opening from New 
England will either not exhibit or will 
have their lines on display at the 
McAlpin. 

According to Eugene A. Richardson, 
director of the Shoe Manufacturers’ 
Spring Opening, larger groups of shoe 
buyers, including The A. M. C., The 
May Stores, The Schiff Co., The Na- 
tional Department Stores and The 
Karl Co. buyers, will have buying 
rooms at the New Yorker and are ex- 
pected to place their entire Spring 
requirements that week. The Hotel 
New Yorker has reservations for over 
200 shoe buyers, including one group 
of 36 from the Pacific Coast, the larg- 
est number of shoe buyers ever re- 
corded for this hotel, with more 
expected. Fourteen floors have been 
engaged at the Hotel New Yorker to 
house the Shoe Manufacturers’ Spring 
Opening, which is expected to break 
all records. 


Catalog of Infants’ Shoes 


DANVERS, MAss.—The new catalog of 
Mrs. Day’s Ideal Baby Shoe Co. is just 
off the press, with copies being mailed 


to their customers. One hundred and 
twenty-seven stock numbers and 50 spe- 
cial items are illustrated or listed. There 
are fabrics and soft kids for infants, 
elks and kids in soft soles, elks and 
kids for intermediates and buckskins, 
elks and kids in their flexible hard 
soles. The catalog contains 24 pages. 
is printed in three colors and describes, 
besides the shoes, the various sales 
helps provided by this company. 


Enlarged Shoe Department 
In New Building 


LAFAYETTE, IND.—An enlarged de- 
partment at the left of the main en- 
trance has been assigned to theif 
women’s footwear by the Palais Royal, 
in their new two-story-and-basement 
brick building. Daylight lighting effect 
with fluorescent lights and complete 
air-conditioning add to the comfort and 
service of enlarged department cxtend- 
ing almost half the 132-foot length of 
the selling floor. A price-range of $3.9 
to $9.75 is featured in the new stock. 
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NOVEMBER 
Month of Shows 


Spring Showing Shoe Manufacturers Board 
of Trade of New York ..... Hotel Van- 
derbilt, New York—November 11, 12, 
13, 1940. 


St. Louis’ Introduction of Spring Footwear 
Fashions . . . . . Hotel Pennsylvania, New 
York—November 10, 11, 12, 13, 1940. 


Shoe Center Week—Open displays on seven 
shoe floors . . . . . Marbridge Building, 
New York. 

Shoe Manufacturers’ Spring Opening—Eu- 
gene A. Richardson, Mgr. . . . . . Hotel 
New Yorker, New York—November 11, 
12, 13, 1940. 


Shoe Show Week of November 11th—Hotel 
McAlpin, New York—November 11, 12, 
13, 14, 15, 16. 


OPEN TO BUY... 


The natural selling season opens November 
llth for the buying of Spring shoes by the merchants of 
America, who want to start Spring selling early. 


It is natural, therefore, for manufacturers of shoes 


and accessories to display their samples collectively. 


So, during the week of November 11th, there will be 
on display in four and more hotels and in permanent 
sample rooms within City of New York over a thousand 


Spring showings of new shoes and merchandise. 


Opening the season with the fanfare and flourish of 
fashion is also more timely because of the tremendous 
national interest in New York as a fashion origination 
center. 


Most merchants are wide open to buy their advance 
shoes and will find this opportunity through seeing prac- 


tically all of the lines, in all of the grades, in all of the 


prices on display at one time, in one city. 


Smart merchants want to start the Spring of 1941— 
RETAIL EARLY—because Spring is a fashion event 
that starts in January and February and new shoes are 


needed for early promotion. 


CATCH HIS EYE 
IN THE RECORDER 


TO manufacturers and suppliers, the Boot and Shoe 
Recorder of October 26th serves not only as a guide to what 
to buy and where to buy; but it also gives a merchant “an open 
mind” on your line and its opportunities. Catch his eye—in the 
Recorder—prior to his coming to market, he can plan to visit 
with you, when he knows what you have to offer. 


Sight unseen—it’s hunt and guess. 


Advertise—and it’s best by test. Write or wire Boot and 
Shoe Recorder for rates and position. 


Advertising forms close October I8th 





[50] BOOT anv SHOE RECORDER, October 12, 1949 


Leeezped fyaurde, 


SALESMEN WANTED MERCHANTS’ NEEDS | WANTED TO PURCHASE — 











SALSEMAN WANTED IN Mies. THE NEW! Buyers of Surplus Stocks| 


SIPPI to represent distributor of High 


Styled Popular Priced Line of Ladies’ 
Novelty Footwear. © Large volume of Dr. PYLE’S FOOT OSCILLATOR trot? Till buy supine or entire stocks of shew 
ieee tien st Salesman. When Makes fitting easier and quicker—Gives in- | QUANTITY NO OBJECT 
replying, state age, recent connections stant relief to most customers’ foot discom- | KIRSCH-BLACHER CO.. Inc. 
amount of road selling experience. forts and pains, and puts them in a buying ov Inc, 
“hd SHU-STILES, INC. mood. The Oscillator has been in use for 106 Duane St. New York 
1216 Washington aa, Oh. Louls, Me. — years by leading department and shoe Phone WOrth 2-5377 and 5378 




















GALESMEN with aa santo wanted 

for all territories; sideline of Moccasins on 

pi Ae, References required. Address b BRANDED SHOES 

$910, care Boot & Shoe Recorder, 100 East 42nd " Red Cross, Walk-Over, Florsheim, Arch 

Swen, Hew Tom, M. 3. Preserver, Bostonian, Stetson, Nunn-Bush, 
Dickerson, ] & K, etc. Also surplus stocks 


ALESMAN for women’s and children’s high ae — o : . 
S grade shoe department in Philadelphia. State | : of manufacturers. Quantity no object. 
full particulars. Address $911, care Boot & a: | M. K. WEIL SHOE COMPANY 

Shoe Recorder, 100 East 42nd Street, New ; 4 1326 Washington Avenue St. Louis, Mo. 


York, N. ¥ 

















ALESMEN WANTED: to carry manufac- 


turer’s line of men’s Goodyear Welt Dress 
Shoes to retail from $3.00 to $3.50. Limited BUYERS OF 
territory available. Address $912, Boot and MANUFACTURERS—RETAILERS 
Shoe Recorder, 140 Federal Street, Boston, SURPLUS STOCKS 
Mass. We buy for cash surplus or va ices shoe stocks. 
Branded or » oe ‘ 














Write, wire or 
. BARSH & CEASAR 
HOTELS 14 S. Third St. Philadelphia, Pa. 
A necessary addition to every shoe store Phone Market 913 
and department. 


WHERELL WE STAY IN ST. LOWIS 7 | Price $49.50 A. C. Liberal Terms 
Write at once for nearest dealer's name fo WERBUY 
Entire or Surplus Wholesale and Retail 


Hotel Lennox THE VI-PED-EX CORP. Stocks. “Also Branded Shoes such. as 

OWN, GOOD PARKING, STOCKTON, CALIF. Walk-Over, Florsheim, an toa i 

REAL FOOD AND SERVICE. ity, Arch Preserver, een Quality, Oe 

A Distributed hy tonians, Stetson, Red Cross, Nunn-Bush, Ete. 
GENERAL ELECTRIC SUPPLY CORP. IRVIN RUBIN 


Bridgeport, Conn. 









































89 Re ch 
Phone Barclay 7-7887. New York City 

















N.E. August Shoe For the eight months’ period, Janu- SHOE STORES WANTED 
ary-August, the New England shoe FOR CASH 


Production Off states produced 93,766,635 pairs, a retailing men’s, women’s shoes from $6.50 
and up havin — leases. 


Boston, Mass.—The New England decrease of 10 per cent from the same Salen te ane 
shoe states — Massachusetts, New period a year ago. Massachusetts’ shoe A. L. BARIS, Pres. 
Hampshire and Maine—produced dur- output was 11 per cent lower during BARIS SHOE CO., INC. 
ing August of this year a total of this period, and the decline for New | ee ee 
13,779,290 pairs, according to figures Hampshire and Maine was 8 and 7 | 
released by the New England Shoe per cent, respectively. 
and Leather Association. This is a The Massachusetts Shoe Industry 
loss of 15 per cent if the comparison employed approximately 41,000 work- of Labor and Industries. This repre 
is made with August of last year. ers during August and the average 3 














sented a decrease of .3 per cent in 


Massachusetts led all shoe states in amount of total weekly wages paid employment and 1 per cent in payroll 
production for this month with a total them amounted to $649,628, according from the same month last year. The 
of 7,376,580 pairs, followed by New to the association’s analysis of the in- average weekly wage during Augusi 
York with an output of 6,936,073 pairs. dices of the Massachusetts Department amounted to $18°90. 





CLASSIFIED ADVERTISING RATES 
ort 


The rate for “Toten and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 
Minimum charge, $1.2 


mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. in all other cases each word of che 


address shoul counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Gpaiied advertising is payable in advance 
Advertisements for this page must be ‘in our New York office on Friday of the week preceding ee a 
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Shoes for the South 


(CONTINUED FROM PaGeE 15) 


ciation’s listing, is slated to be very 
important. 

Style trends center around American 
themes. The Indian theme has given 
importance to the gamut of beiges and 
tans. The southwestern American 
theme has suggested desert tones, soft 
shades and reds and yellows. The 
names of the T.C.C.A.’s resort colors 
show the importance of the American 
theme. “California,” “Florida” and 
“Port O’ Call” are the group names for 
eichteen beautiful colors in wool and 
Slid. 

These American themes are seen in 
silhouettes and detailing as well as in 
colors. In shoes, the use of fringe for 
trimming harks back to Indian clothes. 
You can call it cowboy, too, if you 
like, but Indian is the newer idea. Cow- 
boy styles will be seen, too. We have 
already had cowboy hats for women. 
New cowboy or “Dude Ranch” boots 
are very much to the fore. And dude 
ranches are springing up in the East 
from the Adirondacks to New Jersey 
to Florida. The T.C.C.A. includes a 
group of Dude Ranch colors for clothes. 
Cowboy shirts are also on the market. 
Spanish ideas come in through the 
South American influence. 

And then there is an entirely differ- 
ent influence—the trend to mannish 
styles for women, which continues gain- 
ing momentum. Well-tailored slacks, 


sport jackets and skirts, little mannish 
hats and fabrics that are like men’s 
in weave and color. (We have dealt 
with the current vogue for mannish 
shoes elsewhere in this issue.) 

And then—with an eye to the future 
—you might watch the sailor suit influ- 
ence on women’s sport clothes. It is only 
just beginning to be felt. And aviation 
and the possible influence of the air 
pilot’s uniform. It is slated to be the 
leading new idea in children’s Spring 
clothes. With the formation of an offi- 
cially recognized unit like the organi- 
zation of Women Flyers of America an 
interesting group of women will be 
wearing a flyer’s uniform and who 
knows where that may take fashions 
in the future? 

The vivid colors in ready-to-wear 
and the combining of two colors in one 
costume call for careful use of color 
in shoes and accessories. That is why 
the luggage and saddle colors in casual 
shoes are expected to be so good. And 
why beige with tan or brown is fa- 
vored. That is also why spectators in 
the classic white with tan or white 
with blue should also have big accep- 
tance again. The red and white and 
blue and white, and occasionally the 
red, white and blue shoe, are still ex- 
pected to be strong for resort wear, 
however. 





Kingston Store 
Maintains Prestige 
(CONTINUED FROM PaGE 40) 


and the inner features of the shoe, 
leaves no room for doubt on the part of 
the customer as to whether the size is 
right or the build of the shoe suitable. 
Losses from return of merchandise, in 
consequence, are almost nil. In the case 
of children’s shoes the X-ray fitter is 
invaluable. 

In line with the store’s emphasis on 
correct fittings—and at the same time 
¢losely allied with its consistent efforts 
to get new customers—A. Hymes has 
cooperated with two foot specialists for 
sixteen years. Many of the store’s 
patrons have been attracted because 
they require or insist upon careful fit- 
ting. Among these are many who have 
been referred by the specialists, one a 
chiropodist and the other an orthopedic 
surgeon. 

It should also be pointed out that the 
shop has a stock sufficiently varied both 
as to type and line to accommodate men 
and women demanding footwear suit- 
able for their needs and their individual 
feet. Several well known brands of 
shoes are carried, and the prices range 
from the medium to the higher qualities. 

Windows play an important part in 

successful merchandising of this 


Kingston store. An effort is made at all 
times to observe seasonal changes in re- 
spect to background as well as styles 
and colors. Windows are changed fre- 
quently. Hymes’ windows are one of 
the focal points of attraction in King- 
ston’s business section. 


23rd Anniversary 
In New Store 


MILWAUKEE, Wis.— The Florsheim 
Shoe Co. observed its 23rd anniversary 
in Milwaukee, Sept. 25, with the open- 
ing of its modernized store at 226 West 
Wisconsin Ave. Jack Wetzel, president 
of the Milwaukee Shoe Retailers’ As- 
sociation, is manager of the store, 
which has been smartly decorated and 


equipped. 


Department Remodeled 
And Redecorated 


Fort WAYNE, IND.—The shoe de- 
partment for men, women and children 
in the Saul’s Credit Store at 1025 South 
Calhoun Street, has been remodeled 
and redecorated. New equipment has 
been installed. A two-tone color scheme 
has been used with chrome metal strip 
trim. A new lighting system has been 
installed. 
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STATEMENT OF THE OWNERSHIP, MAN- 
AGEMENT, CIRCULATION, ETC., REQUIKED 
BY THE ACTS OF CONGRESS OF AUGUST 24, 
1912, AND MARCH 3, 1933, 


OF BOOT AND SHOE RECORDER, puttin’ 
weekly at Philadelphia, Pa., for October 1, 1940 


State of New York oe 
County of New York . 

Before me, a Notary Public in and for the State 
and county aforesaid, personally appeared Everit 
B. Terhune, Sr., who, having been duly sworn 
according to law, deposes and says that he is the 
Business Manager of the BOOT AND SHOE 
RECORDER, and that the following is, to the best 
of his knowledge and belief, a true statement of 
the ownership, management (and if a daily paper, 
the circulation), etc., of the aforesaid publication 
for the date shown in the above caption, required 
by the Act of August 24, 1912, as amended by 
the Act of March 3, 1933, embodied in section 
537, Postal Laws and Regulations, printed on the 
reverse of this form, to wit: 


1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business man- 
agers are: Publisher, Chilton Company, Inc., 100 
E. 42nd Street, New York, N. Y.; Editor, Arthur 
D. Anderson, 52 Nassau Drive, Great Neck, 
Managing Editor, Raymond L. Fitzgerald, 
Guilford Street, Forest Hills, L. I., N. Y¥.; 
ness Manager, Everit B. Terhune, Sr., 160 E. 48th 
Street, New York City. 


2. That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and also 
immediately thereunder the names and addresses 
of stockholders owning or holding one per cent or 
more of total amount of stock. If not owned by a 
corporation, the names and addresses of the in- 
dividual owners must be given. If owned by a 
firm, company, or other unincorporated concern, its 
name and address, as well as those of each in- 
dividual member, must be given.) Chilton Com- 
pany, Inc., Chestnut and 56th Streets, Philadel- 
phia, Pa. C. A. Musselman, 260 Sycamore Ave., 
Merion Station, Pa.; F. C. Stevens (deceased) , 
325 West End Avenue, New York, N. Y.; J. 8. 
Hildreth, 63 Overhill Road, Bala- Cynwyd, Pa. 
G. H. Griffiths, 165 Montclair Ave., Montelair, 
N. J.: Charlotte M. Terhune, 160 E. 48th St., 
New York, N. Y.; John Blair Moffett, 1608 Wal- 
nut Street, Philadelphia, Pa.; Wm. A. Barber, 
185 Summit Lane, Bala-Cynwyd, Pa.; C. 8. Baur, 
76-66 Austin Street, Forest Hills, N. Y¥.; J. H. 
Van Deventer, 12 Phillipse Place, Yonkers, N. Y.; 
P. M. Fahrendorf, 19 Tunstall Rd., Scarsdale, 
N. Y.; Dorothy 8. Johnson, 1327 N. Greenway 
Drive, Coral Gables, Fla.: Anne E. Tomlinson, 
c/o Bankers Trust Company, P. ©. Box 492, 
Grand Central Annex, New York, N. Y.; Ethel 
G. Breen, Trustee u/w of Charles W. Anderson, 
51 East 42nd St., New York, N. Y.—Beneficiar 
jes: Robert C. Anderson, Percival E. Anderson, 
Charles W. Anderson, Jr., Annie L. Clark, John 
Blair Moffett, 1608 Walnut Street, Philadelphia, 
Pa.—Agent for J. Howard Pew, J. N. Pew, Jr., 
Mabel P. Myrin, Mary Ethel Pew; Elizabeth J. 
Bailey and Ellwood B. Chapman, Trustees Estate 
of James Artman. Deceased, 930 Real Estate 
Trust Building, Philadelphia, Pa.—Beneficiaries: 
Franklin Artman, Vera Watters, Alvin C. Art- 
man, Elizabeth J. Artman, Marion A. Pratt, 
George H. Pratt, by assignment, Edwin Moll, by 
assignment: Bankers Trust Co. and Wilfred T. 
Pratt as Trustees u/w of Eugene Sly F.B.O. 
Beulah B. Sly, P. O. Box 704, City Hall Station, 
New York, N. Y. 


3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of total amount of bonds, mortgages, or 
other securities are: (If there are none so state) 
NONE 


4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders, if any, contain not only the list of stock- 
holders and security holders as they appear upon 
the books of the company but also, in cases where 
the stockholder or security holder appears upon 
the books of the company as trustee or in any 
other fiduciary relation, the name of the person 
or corporation for whom such trustee is acting, is 
given; also that the said two paragraphs contain 
statements embracing aMant'’s full knowledge and 
belief as to the circumstances and conditions under 
which stockholders and security holders who do 
not appear upon the books of the company as 
trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this 
affant has no reason to believe that any other 
person, association, or corporation has any interest 
direct or indirect in the said stock, bonds, or 
other securities than as so stated by him. 


5. That the average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise. to paid sub- 
scribers during the twelve months preceding the 
date shown above is (This information is required 
from daily publications only) 


E. B. TERHUNE, Pres 
(Signature of business manager.) 
Sworn to and subscribed before me this 20th 
day of September, 1940. 
MAE A. GATZENMEIER, 
Notary Public, New York County. 
Clerk's No. 410, Register’s No. 2G500, 
Commission expires March 30, 1942 











